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client likes the new campaign” 


‘*The client lacks a new campaign”’ 


“The client’s got a new complaint’’ 


TO iNSURE COMPLETE CLARITY... 


. in group communications and avoid costly gar- 
bling... call on The Jam Handy Organization for 
the assistance of specialists. We’re experienced in 
all visual aids, staffed to handle any assignment, or 
any part of the job. 


You’re aware of the damage that can be done when 
a message gets twisted as it’s passed along. Expe- 
rience shows that even the simplest statement can 


lose much of its meaning in transmission. That's 
why clarity is a must in group communications 

both internal and external. For help in making sure 
that the right message reaches the right audience 
with maximum impact and effectiveness, just call 


THE JAM HANDY ORGANIZATION 


NEW YORK DETROIT CHICAGO HOLLYWOOD 


You’re in 


ee ein Indiana 
with the STAR 
and the NEWS 


For selling power that reaches every type of home and 
customer in Central Indiana's $3.8 billion, 45 county 
market—advertise in The Star and The News. 

va In every classification—city, suburban, 
and rural—these two top-circulation 
newspapers give you more coverage, 
more action for your advertising dollar. 
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The Indianapolis Star 


Morning & Sunday 


The Indianapolis News 


Evening 
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For the man who likes a challenge businesspaper 
advertising is exciting stuff. It demands your best. 
Here's a real test of creativity, for you're selling to 
fellow pros—men who know their busineas. You've 
got to know your business and communicate in a 
businesslike way in businesspapers. 


Advertising 
in businesspapers 
means business 


... because businesspapers are 


read for profit, not for pleasure. 
Here’s one place you'll always 
find prospects—reading with their 
minds on business— wide open 

to ideas and products that 


can help them on their jobs. 


People pay for businesspapers they want 
-.-read the businesspapers they pay for. 
Note: All ABP papers are “Paid”. 


ASSOCIATED BUSINESS PUBLICATIONS - 205 E. 42nd St, N.Y. 17, N.Y. 
201 N. Wells St., Chicago6, 111. « 333 Wyatt Bidg., Wash.5 
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A man wno takes pride in his work, gets 
a lot of solid satisfaction out of business- 
paper advertising. It’s a medium that’s 
strictly for pros—you and the men you re 
selling to. You know you get the markets 
you want, the results you plan for .. . in 
businesspapers. 


Executive Offices: 630 Third Ave., New York 17, N. Y., YUkon 6-4800 


HIGHLIGHTS 


ADVERTISING—TOO VITAL NOT TO BE UNDERSTOOD’ 


and Procte. & Gamble President Howard J]. Morgens 
points out exactly why it is vital—to our standard of living 
our economy and free enterprise system, and the basic 


American right of free choice Page 35 


BETWEEN THE LINES IN INTERVIEWING 


What the sales candidate wants to show you may have 
nothing to do with what he really has to offer, and the 
haracteristics that look damning may turn out to be his 
biggest assets. But vou have to know how to interpret 


the clues to recognize his true potential Page 85 


THIS EMERGENCY SPELLED FINIS 


but Electric Autolite’s electrical products group didn't 


want to give up. Complete reversal of its marketing 


philosphy—and suddenly learning to sell—is putting the 


livision on firm ground again, with hundreds of customers 
replacing the giant that walked out Page 73 


DEALERS’ MISMANAGEMENT—YOUR PROBLEM, TOO 


Only when a random survey revealed the extent of dealers’ 


profits going down the drain through carelessness did 


—_ 
Roval McBee discover how prevalent dealers’ misman Advertising 


agement is. Now the company’s from-scratch “Guide to 


oe . 
Profits” has changed the average dealer's profit picture in businesspapers 
by almost $1,400 annually Page 120 means business 


as any advertising man 


who knows his business 
will tell you—because 


DEPARTMENTS AND SERVICES men who read 


. 
Advertisers’ Index 149 Letters businesspapers 
° 
Business Activity Forecast 142 Marketing Newsletter mean business 


Dynamarketer 54 Marketing on the Move 
Executive Shifts 148 Sales Promotion idea File 
From the Editor's Side Pocket 7 Scratch Pad 

Future Sales Ratirgs 40 Significant Trends 


@ good businesspaper—an ABC-audited, 
——- 7s 12 They’re in the News bought-and-paid-for ABP paper 


at ASSOCIATED BUSINESS PUBLICATIONS + 205 E. 42nd St. N.Y.17 
Worth Writing for 134 201 N. Wells St., Chicago6, 111, « 333 Wyatt Bidg.. Wash. 5 
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If you like the sweet smell of success— 
businesspapers are your kind of medium. 
This is where pro meets pro. Men who know 
sales and masketing know you build recog- 
nition and results, fast—talking business to 
men who want to do business . . . in busi- 
nesspapers 


Advertising 
in businesspapers 
means business 


as any advertising man 


syho knows his business 

will tell you—because 
men who read 
businesspapers 
mean business 


@: @: 


people pay for businesspapers they want 
-read the businesspapers they pay for. 
Note: all ABP Papers are “paid” . 


ASSOC IATED BUSINESS PUBL ICATIONS « 205 £. 42nd St. ¥ 17 
201 MN. Wells St., Chicago 6, IIf. ¢ 333 Wyatt Bidg., Wash. 5 
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&@ HEARST MAGAZINE 


This Guaranty Seal on a product 
means: (1) The product is good; 
(2) Claims for the product have been 
substantiated; (3) Good Housekeeping 
Magazine puts its money behind 
the product. 


It influences the buying decisions of 
40,930,000" women because .. . 


and sells 
Nothing Persuades A_ Like the Truth 


*Cressiey, $-O Surveys 
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-& V4- NOTES FROM THE EDITOR'S SIDE POCKET 


New Uses the Only Road to More Sales 


I don’t consider myself one of those pundits who has the answer 
to everything that’s going to happen. But I do read and observe and 
mix widely, and I can’t help but have a few settled opinions on what 
we can expect in the world of marketing. 

‘. he most settled opinion I have arrived at is that most companies 
and industry associations must emphasize—and far more strongly than 
at any time since the thirties—the uses to which their products can 
be applied. They must do this in order to create more wants. 

I feel so strongly about this because I believe the only way to 
achieve higher sales volumes is to sell more units, including a first 
unit to more people and a second unit to many people—a second car, 
a suit they could get along without, a something for the office in addi- 
tion to the one they have at home, and the like. 

I say this because in the foreseeable future I don’t see any gravy 
train we can ride on the tracks of creeping inflation: (1) because our 
factories, generally speaking, are capable of turning out, without much 
additional plant and equipment, far more than can be expected from 
current demand; (2) because foreign competition prevents untold in- 
dustries from raising prices, and many are forced to cut them; (3) 
because our “status symbols” are changing and fewer people are 
willing to go in debt merely to keep up with the Joneses. While new 
products are in great demand, mere trim and useless gadgets no longer 
have sales appeal as compared with that of utility and quality. 

Take cars. The compacts (next year 50% of the total?) save the 
owner perhaps $1,000 and about $200 in gas. That means lower 
dollar volume—unless more units are soid—likewise lower dollar vol- 
ume for makers of steel and other components. On the brighter side, 
unless the owner buys a second car, the saving means $1,200 up for 
grabs by other industries. 

The shift in demand to lower-price, narrowed-margin lines adds 
up to a lower net unless volume increases, and the answer lies in the 
creation of new wants. 

I don’t think enough marketers comprehend the importance of 
discretionary spending to our economy, or at least they take it too 
much for granted. It has been estimated by experts, and I believe it, 
that if we bought only what we “need” for moderate comfort and 
health, half of our presently employed 69 million workers would be 
out of jobs 

A couple of issues back I mentioned a new book by Vance Packard, 
“The Waste Makers,” which will probably make the best-seller list. 
In it he complains because our selling and advertising techniques 
make people buy things they could get along without, make them 
throw things away long before their useful life is ended. What he 
fails to do is show how we would be any better off if half our workers 
were unemployed. 

You don’t need a new car this year, do you? And doesn’t that go 
for most of your associates in the office or factory? You could get 
along without a new overcoat, without a Florida trip, this winter. 
You wouldn't perish if you didn’t buy a new stereo set. The point is 
that we blithely take it for granted that people will use their discre- 
tionary dollars for things they mildly want but do not need. We may 
be in for a rude awakening. 

Study today’s advertising in any medium. Note how much of it 
concentrates either on price or on competitive advantages, how little 
on suggesting new uses, how little on making people really want some- 
thing they could get along without and still live a reasonably civilized 
life. (continued on page 9) 
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Five years ago, transistor wasn’t 
even in the dictionary, much less 
in the spotlight. Yet today, semi- 
conductors are a $500 million 
industry ! 

This is one more example of the 
‘‘new, today — old, tomorrow” 
pace of U.S. business. 

In this free-for-all, you have to 
get your product message to the 
people who count, and account for 
purchases totaling 80% of our 
Gross National Product. 

Each month, Industrial Equip- 
ment News reaches some 80,000 
of American industry's top deci- 
sion makers in over 40,000 plants 
in 452 of the nation’s major 
industries. 

To sell these people who must 
be sold, tell your product story in 
I.E.N. For our new Media Data 
File, write today. 
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INDUSTRIAL EQUIPMENT NEWS 


461 Eighth Avenue, New York 1, N. Y. 


Thomas Publishing Company 
Affiliated with Thomas Register 
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1960 CENSUS FACTS GIVE YOU A NEW LOOK AT 


America’s 14th market 
Minneapolis-St. Paul 


THIRD IN PERCENTAGE 
OF POPULATION GAIN 


I 


Between census years 1950 and 1960, the Min- 
neapolis-St.Paul metropolitan area had a 28.3% 
population increase! This gain ranked THIRD 


among the nation’s top 15 markets—right behind 
Los Angeles-Long Beach and Washington, D. C. 


28.3% 


1950 | RRS 
0 nM 


FIRST IN PERCENTAGE 
OF SUBURBAN GAIN 
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The Minneapolis-St. Paul metropolitan area also 
had the HIGHEST percentage of gain in suburban 
population, among the nation’s top 15 markets. 
Between 1950 and 1960, the suburbs more than 


>» doubled, jumping 114.7%! 
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114.7% 
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HIGH CIRCULATION COVERAGE 


Homes** Minneapolis Per Cent 
Sunday Cov 


erege 
Tribune 
Circulation 


206,519 


TT RS Ee eae La 
GREATER MINNEAPOLIS-GREATER 
ST. PAUL NOW 11/2 MILLION 
The primary circle of influence of Minneapolis and 
St. Paul embraces all or — < 9 i GREATER MINNEAPOLIS-ST. PAUL.. 443,342 
more than 1,500,000 people. (The standard Cen- | 
sus-defined metropolitan area embraces only 5 ' eae an . oo 424,500 
counties.) The population share of each of these § 


major areas is: © GREATER MINNEAPOLIS ONLY .... 308,577 
| SUBURBAN MINNEAPOLIS ONLY ... 79,328 


(Hennepin county excep! 
corporate Minneapolis) 


iD 


65% 


277,056 
265,472 
88,569 


65% 
86% 
100% 
Estimated Population*® 


GREATER MINNEAPOLIS .......0.secccceceseseeceseeees 1,056,214 
GREATER ST. PAUL 


HENNEPIN COUNTY 


(Minneapolis) 


229,723 = % 


563,104 
101,049 


| *From 1960 Census preliminary date; 
Twin Cities Metropolitan Planning ek 
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t 
i. **Computed from current population figures througd estimated average: 
| O¢cupancy-per-household ratios 


GREATER MINNEAPOLIS-GREATER ST. PAUL .........2.00 1,518,269 |) 
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Get the complete story about the nation's 14th market. Write: 


NEWSPAPER MARKETING ASSOCIATES MINNEAPOLIS STAR AND TRIBUNE 


Scolaro, Meeker & Scott Division (New York, Chicago, William A. Cordingley, National Advertising Manager, ‘{ 
Philadelphia, Detroit) Minneapolis Star and Tribune, 425 Portland Avenue, 
Doyle & Hawley Division (Los Angeles, San Francisco). Minneapolis 15, Minnesota 


ont, font, 1959, estimates of the 


OVERLAP AREA 


Circulation: ay count on March 20 from Audit Bureau of Circe- 
lations report for 12 months ending March 31, 1960 


Minneapolis Star and Tribune 


EVENING MORNING & SUNDAY 
525,000 COMBINED DAILY - 660,000 SUNDAY 
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Do we need a small refrigerator in the playroom? We could get 
along without it, but on the other hand we could be made to want it. 
But if I were a refrigerator maker, I don’t think I would dare leave it 
up to my retailers to stimulate such a demand. 

Whether we elect Nixon or Kennedy, we are going to see an outcry 
that will be heard and acted upon for more defense, for more foreign 
aid, for more hospitals, for more schools, for more relief for the aged 
and other indigent people. That means more taxes. The only rela- 
tively painless way of raising more taxes is not to raise the base rates 
but to raise the taxable volume of profits and incomes, and that will 
be difficult to accomplish without increased sales volume. 

You can best help your sales curve by creating added demand 
through pre-selling of your products, and by firing up consumer wants 
through suggesting new uses. Your budget committee and your di- 
rectors should take those needs into consideration when they discuss 
advertising investments for 1961. And your industry association, if 
you have one, should probably be doing a bigger and better job of 
building up wants for the collective wares of its members. After all, 
your biggest competitor, and certainly the hardest of all to lick through 
face-to-face contact, may be a product or a service seemingly a million 
miles removed from your own. 


Tell lt to the Harness Makers! 


“The interesting thing about scientific developments is that usually 
they do not replace anything.” So writes George Edgar of Carl M. 
Loeb, Rhoades Co. “You heard that the transistor would replace the 
vacuum tube. Vacuum tube sales will be higher this year than they 
ever have been in the past. By the same token, I believe that when 
the tunnel diode becomes a commercial product in three years, 
transistor sales will continue to rise. . . . New products of science 
generally do not replace a thing; they create new markets.” 

True. But there are outstanding exceptions. The automobile cre- 
ated new markets, but it certainly buried the makers of harnesses, 
buggy whips and wagons. 


Russia Admits One Weakness 


The August 24 issue of the Christian Century carries an interview 
by Robert M. Bartlett with Anastas Mikoyan, First Deputy Premier, 
and widely regarded as the No. 2 man in the Soviet government. He 
concerns himself largely with commercial developments and acts as 
the Soviet’s trade ambassador. 

He predicted the time will come when Russia and the U.S. will 
trade freely with each other. “Trade could help us both, but we 
have learned to do without vours. Your businessmen understand, but 
your State Department refuses to budge; apparently, it considers 
trade an instrument in the cold war. . . . From 1953 to 1959 our trade 
with France increased five times, with Italy four times. . . . I wonder 
about that sign I saw on your Department of Commerce building: 
‘Peace Through Trade.” Foreign trade does aid peace; that is not a 
communist, but an old bourgeois idea.” 

The one area where he was willing to acknowledge our eminence 
had to do with the need to get the facts (his words) to the people 
on both sides. 

“True, we might run paid ads in your newspapers,” he said. “But 
we lag behind you in advertising. And we probably will never catch 
up to you in that respect.” With that acknowledgment, Mikoyan 
bowed and smiled. The interview was over. 


Never Underestimate 
the Inquiry Producing 
Capabilities of Indus- 
try’s No. 1 Publication 


THOMAS 
REGISTER 


You can market your products to the 
American industry that accounts for over 
80% of the total industrial purchasing 
in the U.S. In present 4-volume edition 
13,007 advertisers sel] with 48,176 prod- 
uct descriptive advertisements. 

TR has met all the buying needs of 
industry forover 50 years. It is this unique 
habitual (regular) use that accounts for 
such high percentages of sales producing 
inquiries at such a low cost per unit. 

Talk with a TR representative—study 
the facts—you can’t afford to be out of 


THOMAS REGISTER. 
461 EIGHTH AVENUE NEW YORK 1, N.Y. 
OXford 5-0500 


© @ 


Also Publishers of: 

INDUSTRIAL 

EQUIPMENT 

NEWS 

Industry's “What's New” 
Monthly 


Management October 7, 1960 


44There was no doubt in our 
mind who could sell best. 
Arthur Godfrey--and Godfrey 
gives us results. First, he 
really sells on the air. We 
know people listen because 
of our returns on our recipe 
booklet offer. Two Godfrey 
commercials outpulled two 
half-page full color ads in 
leading magazines by far. And 
on top of that, the Godfrey 
approach to our in-store ad- 
vertising has produced top 
display results. Godfrey selis 
for us and we’re sold on him.99 

Mr. James D. Wells, V.P., 


Director of Marketing, 
The William Underwood Company. 


a 


if, like the Willlam Underwood Company, 
you are looking for results at all levels 

of distribution, Arthur Godfrey is your man. 
You'll be putting the most successful 
salesman in broadcasting history on your 
sales force. Your CBS Radio Network 
representative can give you all the details. 


SALESMAN’S SALESMAN: | 


ARTHUR GODFREY 
CBS RADIO NETWORK 


HUMAN SIDE 
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The One That Got Away 


Plumb the hopes, fears and ambi- 
tions of the first Madison Avenue 
“success” you pass and what do you 
find? You find a man who has a dream 
of getting out of this rat-race. You 
find a man with a dream of a Carib- 
bean island, of a “little retreat” where 
he can write that novel, found a small 
business. Ask him if he thinks he'll 
make it. If he’s candid he'll shake his 
head sadly and change the subject 

Now meet a Madison Avenuer who 
did make it. He’s G. Montagu Miller, 
until recently a key executive with 
Young & Rubicam—one of the world’s 
largest ad agencies. No, he isn't 73: 
He's 46. No, again, his health didn’t 
fail. He's 6 ft. 2 in., weighs 200 Ibs. 
Today he’s running his own business 
—the first marine livery service on 
Long Island—and doing nicely, thank 
you. 

Miller’s favorite sport used to be 
water polo. Everything about the 
water fascinated him. And after years 
of chewing over the idea of getting 
his living from the water, he hit upon 
his idea. He gave up his job as v-p 
and management representative of the 
agency, responsible for the supervi- 
sion of the General Electric, Simmons 
Co. and Moore-McCormack accounts, 
and devoted all his time and talents 
to the enterprise that had his friends 
wondering if he hadn't blown a fuse. 

Miller reasoned that, with the boom 
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in boating, plenty of people would 
take to the water if the initial cost 
of getting into it weren't so all-fired 
expensive. He approached his new 
business with the idea of providing 
as complete a package service to cus- 
tomers as he could develop. He'd give 
them the best equipment and the fin- 
est service. With this in mind he 
went out and bought new 15-ft. and 
17-ft. fiber glass Owens sports runa- 
bouts equipped with Johnson 40 h.p. 
outboard motors. And he laid in a 
stock of extras—water skis, anchors, 
fire extinguishers, paddles, flame kits, 
first-aid equipment, navigation kits. 
Rates are within the reach of the 
average Joe who wants to take to 
the briny. The smaller sports runa- 
bouts rent for about $28 a day, sev- 
eral dollars more for week-end use. 

Even though his headquarters are 
at Manorhaven and Freeport, L. I., he 
is prepared for the man who wants 
to venture afar to lakes. He has de- 
vised a boat-trailer package, worked 
out a special Tuesday through Thurs- 
day deal that gets the cost down and 
helps him on those days when busi- 
ness isn't exactly booming. Or if you 
want to take off for a week with boat 
and trailer, hell fix you up. Cost: 
$155 for the package for a full seven 
davs 

Miller didn’t just plunge into his 
operation. He was taking a gamble 


AWAY HE GOES on a cruising week end, thanks to a former advertising exec who 
got fed up with Madison Avenue. Now Monty Miller rents boats to landiubbers. 
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HE MADE IT: Montagu Miller took a 
chance, said “bah” to ad budgets. 


and he knew it. You don't toss away 
the job you've worked years to get, 
on a whim. First he surveyed existing 
equipment. What he found was that 
boats and motors at vacation areas 
are far below standard, or, they're 
hard to rent. 

He protects his own superlatively 
good equipment—and wins Friends for 
the business, as well. One of the 
features of his livery service is a com- 
plete check-out on how to operate the 
craft. You get it whether you're a 
pro or a newcomer. Miller's custom- 
ers are shown how to start, stop, 
maneuver and approach the dock 
They're even ae how to handle 
a stalled engine or a flooded one. 

And as the business grows, he adds 
new things. His latest is the Blue 
Whale Ski School. It’s affiliated with 
the American Water Ski Assn. and 
run under the aegis of a seasoned 
professional water skier and teacher. 
Here you can learn the fine points of 
being pulled around in the water at 
ree. Lars speeds without breaking 
your neck. 

At both of his marinas, customers 
are provided lounge and rest areas 
equipped with picnic and patio tables 
and beach umbrellas. 

Miller obviously isn’t afraid of tak- 
ing a chance. His first job was as a 
page boy at NBC. Later he was a 
racing driver in Italy and France. But 
in 1937 he joined J. Walter Thompson 
as a copy writer and thus began the 
climb in advertising that got him near 
the top before he tossed it over. 

Yep, Miller has it made. But there 
are days when he longs for the peace 
(relative) and quiet (even more rela- 
tive) of the good old agency. Did you 
imagine running a business like his 
is all beer and skittles? @ 


Triumphs 
of an advertising 


decision maker 


HE’S HEADED FOR PIE IN THE SKY 


This media man has latched on to a rising spiral of profits—for his client. He 
realized that the imaginative editing of Hearst Special Interest Magazines not 
only singles out the prospects, but creates a climate of acceptance in which 
advertising thrives—works harder—earns more sales per advertising dollar. 


HEARST magazines 


13 keys to the special interests of 13 groups of people «+ « Good Housekeeping 
Popular Mechanics e American Drugg!st e Town & Country e House Beautiful e Motor e Science Digest 
Motor Boating « Sports Afield « Bride & Home e Harper's Bazaar e New Medical Materia « Cosmopolitan 
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CHILTON’S MARKETING 
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Chilton’s M-A-P 
points the way to 


DYNAMIC 
MARKETING 


in the decisive sixties 


Alert marketing might have saved the 300 or so companies that 
went out of business this week. 


A worth-while product — made right, and offered at a fair price— 
is not enough to assure success. 


Something else is needed. A sure hand that guides your product 
from maker to-user .. . through the most efficient channels. 


There is no single answer . . . no sweeping generality. Marketing 
becomes scientific only when you yourself apply the necessary 
forces to your product, your company and your market. 

Chilton’s Marketing Assistance Program (M-A-P) is almost 
certain to be of help to you. The very facts, figures and insight into 
your market that you need may cost you nothing. And they may be 
readily available—if not, M-A-P can help you obtain them fast and 
at reasonable cost. 

Detailed information on each of the markets covered by Chilton’s 
18 outstanding business magazines is outlined in this new booklet. 
Write for a copy of ‘A Guide to Chilton’s M-A-P.” 


Chilton 


COMPANY 
Chestnut and 56th Streets - Philadelphia 39, Pa. 


NBP 


Department Store Economist « The tron Age « Hardware Age « The Spectator » Motor Age 
Automotive Industries » Boot and Shoe Recorder » Commercial Car Journal - Distribution Age 
Butane-Propane News « Electronic Industries + Aircraft & Missiles +» Hardware World 
Optical Journal and Review of Optometry - Jewelers’ Circular-Keystone « Food Engineering 
Gas + Product Design & Development « Chilton Book Division + Chilton Research Services 


ASSISTANCE PROGRAM 
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tomorrow’s selling 
is here today 
HOME OF THE FUTURE 


First moon house is designed, ready for , ‘ ; ‘ 
construction and lunar occupancy. Made of in the LA NCASTER | 


aluminum, man’s moon house has heavy 


canopy to shield occupants from con- HARRISBURG / YORK market 


tinuous dust-fall and scorching 214° heat. 


Mmiits-CIiItY TV MARKEE T SE 
Be ; Ni A ts ese « 
ze ' - 5 pA: ’ 


This station with its multi-city coverage 


looks to the future. It’s your profit buy 

for today and tomorrow, because it is the 

—— ee © outstanding favorite in these three metro- 

A . ie a. on politan areas, plus many other communities. 
a 


oe oe WGAIL TV 
Lancaster, Pa. - NBC and CBS 
STEINMAN STATION 


Clair McCollough, Pres. 


Representative: The MEEKER Company,inc. « New York «+ Chicago + Los Angeles + San Francisco 
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ie AY | SIGNIFICANT TRENDS 


A New Look at Salesman Compensation 


More and more marketers are taking a good, hard 
look at salesman compensation. The reason: Most 
traditional compensation plans are geared to get 
the salesman out to sell, and the more he sells, the 
better. But when pressure is put on profits, as it is 
now, the focus turns away from sheer volume— 
and toward getting every last possible drop of 
return out of every marketing dollar expended. 


In other words, marketers are realizing that to in- 
crease sales or cut costs alone is to do but a part 
of the job. The key word is value. How to make a 
dollar do more than a dollar’s worth of work. And 
many feel that a big part of the answer is to be 
found in a new (for most companies) attitude to- 
ward incentive payments to salesmen. 


This is why: Just over two years ago the recession 
made it grotesquely clear that profits would have 
to shake off the death-grip of rising costs. Market- 
ers feverishly began to flense their departments. 
It paid off; profits generally responded as better 
times returned. 


Suddenly, the sixties forgot to soar in many in- 
dustries. For the second time in three years the 
typical corporate profit picture looked dismal in- 
deed. And there was little waste to be eliminated 
from the still lean and muscular marketing pro- 
grams. Marketers saw that more than just extra 
effort and reduced waste was needed if they were 
to do their part in raising the profit margin. And 
they began to see that real relief lay only in the 
direction of change. 


They realized that the traditional way of doing 
things was not necessarily the best. They saw 
that, although the old way led to profitable 
operation, it was not necessarily the most profit- 
able; and they realized, too, that the marketing 
cost structure was changing. 


Of all the many activities that fall together to 


make a marketing program, salesman compensa- 
tion is probably one of the easiest—and therefore 
first—to change. Although the personal factors in- 
volved can be extremely touchy and difficult, the 
fact remains that (1) such programs are usually 
adjusted every few years anyway, and are thus not 
too deeply entrenched, and (2) changes involve 
no physical properties or broad, top-level com- 
pany policies. 


What direction is this change taking? Basically, 
it is one of attitude—a growing feeling that the 
sales incentive plan should do more than just en- 
courage the salesmen to greater selling effort. It 
is felt that compensation should be used as a 
guide to directing sales effort by gearing it to 
specific results which are not necessarily sales 
volume. This is, of course, done to a certain degree 
today in certain circumstances. But the trend 
points to a more complete, more organized system. 
In other words, the sales compensation dollar 
must not only insure that a good selling job is 
done, but it must guarantee that that selling job is 


the one that is of absolutely maximum value to the 
company. 


The Weak Spots Are Known 

Most marketers by now know those areas of sales 
operation that are doing the most to weaken the 
corporate profit story. Perhaps salesmen are neg- 
lecting harder-to-sell (but more profitable) items 
in the line in favor of amassing sheer volume. 
Perhaps the company’s markets are not expanding 
as quickly as its potentials. Perhaps the company 
deals heavily in feast-or-famine Government mar- 
kets, where salesmen are alternately starving and 
overfed. Perhaps the company is simply losing 
share of market and is in need of a good boost 
in sales. There are dozens of profit robbing situa- 
tions. And there are few corporations that are not 
afflicted with one or more to some degree. 


The traditional way of overcoming such defici- 
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-SV4 SIGNIFICANT TRENDS 


(continued) 


encies has been to cajole and wheedle salesmen, 
and to “stimulate” them with extra bonuses or 
contests. But now the attitude of a growing num- 
ber of sales managers is: “Let the salesman make 
his living selling what we feel is best for profits— 
or lose personal income.” 


Here are just a few examples of how this “forced 
emphasis” approach can work: 


Problem: Salesmen overemphasize easy-to-sell 


segments of multiple lines in an effort to build 
volume; other more profitable lines (or lines 
needed for balance or expansion of corporate 
product structure) are shoved into the back- 
ground. Possible solution: Eliminate traditional 
commission structure, begin paying incentives 
only after quota is met in all lines. Quotas should 
be relatively short-term, however, so incentive 
plans come into play quickly. 


Or, some marketers of multiple lines have begun 
splitting their lines gradually, giving high-volume 
lines to salesmen on traditional commission basis, 
other lines to different salesmen who have higher 


base pay or commissions to make up for lack of 
volume. 


Building New Accounts 

Problem: Getting salesmen to spend more time 
developing new accounts. Possible solution: Re- 
vise commission structure to include a quota for 
new business, but pay higher commission on new 
business to make up for time lost in cultivating 
accounts. Or determine bonuses on the basis of 
new accounts added during a specified time pe- 
riod. But the point is to make payments for new 
business necessary to the maintenance of the 
salesman’s income, not “extra” income (which has 


been done so often in the past). 


Problem: The company’s long-term position needs 
bolstering. Salesmen should be doing more mis- 
sionary work, merchandising, developing of long- 
term customers to combat real or expected com- 
petition, rather than just pulling for this year’s 
volume. Possible solution: Create a system of 
commission points which are awarded on the basis 
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of sales volume and such “building block” activi- 
ties as: amount of merchandising material placed, 
new accounts, selling new products to old ac- 
counts, increasing sales in off seasons, plugging 
gaps in weak territories, increasing the number of 
sales calls, achieving higher levels of repeat orders, 
and many, many more. 


Emphasis Can Be Shifted 


This is probably one of the better systems of com- 
pensation for the average company that has no 
serious lack but that needs to shift emphasis be- 
tween various phases of selling in order to keep 
the whole program progressing at maximum profit- 
ability. Rather than employing short-term contests 
or relying on meetings or pep talks, the marketer 
can use a point system to shift emphasis smoothly 
and effectively. The main feature is this: The 
salesman cannot make it on volume alone. In 
order to maintain his income, he must also earn 
plenty of non-volume points. These points are 
given for those activities that management feels 
to be necessary (on a prearranged scale). As the 
need changes, the point structure changes. To 
survive, the salesman must shift selling emphasis 
according to plan. 


A system of commission points also enables man- 
agement to reward salesmen for their efforts in 
gathering intelligence information from the field, 
making usable suggestions, and other helpful 
endeavors. 


In short, many sales managers are finding it nec- 
essary to gear salesmen’s income to things other 
than volume alone. In order to produce maximum 
profit, salesmen are forced, not begged, to direct 
their selling efforts where they will be most effi- 
cient for the company. And, as new needs arise, 
the required direction of selling effort is changed. 
The salesman who responds maintains or improves 
his income. Those who do not, soon find their 
income suffering. It may require basic, even radi- 
cal changes in compensation plans, but a greater 
number of marketers will be finding it worthwhile, 
even necessary. 
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ROEBLING’S 10-POINT PROGRAM 
IN WALL STREET JOURNAL WINS 
COVETED AIA AWARD 


CASE HISTORY: A Major 
Marketer Uses Just One 
Publication — And Achieves 
a Complete Success. 


J OHN A. ROEBLING’S SONS 
(Division of Colorado Fuel and 
Iron) does not make prestressed 
concrete. But the company does 
produce the high quality wire and 
strand used by prestressed concrete 
fabricators. 

The company wanted a campaign 
designed to develop more business 
for the fabricators, more orders for 
Roebling products, and a height- 
ened company prestige. 

Through its agency, Hazard Ad- 
vertising Company, Roebling 
singled out The Wall Street Journal. 
One campaign, in just this one pub- 
lication, helped Roebling achieve the 
three primary aims through a 10- 
point strategy (see box, upper right) 
that made full use of The Journal’s 
famed, powerful “market maneu- 
verability.” 

Flexibility Pays Off 


Because this only national busi- 
ness daily publishes 4 daily regional 
editions, advertisers have options 
adding up to “The 4 Freedoms of 
Flexibility.” They are: 


1, Free choice among four regional 
editions—Eastern, Midwest, South- 
west, Pacific Coast. Advertisers can 
buy one, more or all of these 
markets without premium. 


2. Freedom to get in print fast—on 
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any business day. (As a daily, The 
Wall Street Journal has short, short 
closing dates.) 


3. Freedom to shift copy region by 
region. Using the same basic space, 
advertisers may change headline, 
text, illustrations, dealer listings, 
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coupons, etc., edition by edition. 


4, Free choice of an unlimited 
variety of sizes. With its big news- 
paper format, The Wall Street 
Journal offers advertisers oppor- 
tunity to be really bold, when a 
bold approach is called for. 


Pin-pointed Art, Copy 
With these advantages to work 
with, Roebling’s agency 
mended a carefully-designed basic 


recom- 


advertisement, providing for insert- 
ing different copy and different 
photos conforming to The Journal's 
various editions. Thus, in the 
Eastern Edition, the Roebling ad- 
vertisement featured case histories 
of construction by Southern Pre- 
stressed Concrete, Inc., of Pensa- 
cola, Atlantic Prestressed Concrete 
and Crider & 
Shockey, Inc., Winchester, Va. In 
the Midwest Edition, Roebling’s 
advertising featured work per- 


Co., of Trenton 


formed by Missouri Pres-Crete, Inc., 
Mo., 


crete, Inc., of St. Paul and Precast 


Overland, Prestressed Con- 


Industries, Inc., of Kalamazoo. 
The same pattern was followed for 
The 
and Southwest 


advertisements in Journal's 
Pacific Coast 
editions. 

Each prestressed concrete fabri- 
cator was offered reprints with a 
special imprint of his company’s 
name over-printed. The offer at- 


tracted requests for than 


$0,000 reprints. 


more 


When the objectives, strategy and 
results of the Roebling campaign 
were analyzed, the company and 
its agency won “Best Seller Awards” 


Only The Wall Street Journal’s Marketing Manevuverability 


Could Help Roebling Achieve All These Advantages: 


Reach a national management 
market. 


Broad coverage using same 
basic ad. 

Tailored message for each of 4 
regional editions. 

Large space (full newspaper 
page) to accommodate huge 
illustrations. 


Different case-history photos in 
each regional ad. 


1. 


Unique listing of architects, en- 
gineers, contractors, erectors, 
fabricators, etc., with actual 
illustration of finished product. 


6. 
1. 


8. 
9 Merchandising follow-through 
* to selling level. 


10 Ad-action reflected in measur- 
* able results. 


industry-wide support. 


Sales-force enthusiasm. 


from the Association of Industrial 
Advertisers. 


Speaking of Results... 
Albert Neroni, Roebling adver- 


tising manager, had sufficient cause 
to label the campaign 
aA “tremendously suc- 


cessful.” 
Yi 


“This program,” 
Albert Neroni 


said Mr. Neroni, 
‘“‘certainly accom- 
plished its primary objective of in- 
teresting a broad, business manage- 
ment group in the Prestressed Con- 
crete Construction method. From 
all over the country, we received 
direct inquiries representing work 
totaling a good many millions of 
dollars.” 
The fabricators also reported 
many valuable leads from this pro- 
motion. 


romeides then ad va whages 
of Prestreserd Comctete 
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“One large fabricator,” declared 
Mr. Neroni, “said he can trace 
inquiries for over $10,000,000 worth 
of business to this series.” 

An important objective of any 
industrial program is to stimulate 
the sales staff. “Our Roebling sales 
organization has been most en- 
thusiastic about this program,” Mr. 
Neroni reported. “Every man, with- 
out exception, has told us how 
much this has helped him in his 
sales efforts.” 

Most prestressed concrete fabri- 
cators serve a limited territory. The 
Wall Street Journal’s regional flexi- 
bility was a big plus factor here. 

““We’re delighted with the results 
of this series,” Mr. Neroni con- 
cluded. 

How about the future? “We're 
planning a much larger Wall Street 
Journal program.” 


Notice that the basic 
structure and design of the 
Roebling advertisements were 
identical, but easily pin- 
pointed, region by region, to 
feature construction jobs 
specifically related to 

the areas concerned. 
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LOWELL 
THOMAS 


For the sixth successive year Lowell 
Thomas is on CBS Radio for General 
Motors, World traveler, explorer, lec- 
turer, author, his first-hand knowl- 
edge of people and places gives his 
newscasts special color and authority. 
And his long-term association with a 
single company points up the cumu- 
lative advantage of sponsoring an out- 
standing personality year after year. 
In all radio Lowell Thomas—and his 
colleagues—are the kind of company 


* ONLY 
ON CBS 
RADIO 
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SPLITTING COSTS 

New York—The current “sweepstakes” 
promotion campaign sponsored by 
General Mills and American Machine 
& Foundry represents an unusual 
cost sharing plan. GM will pick up 
the tab for TV commercials, full- 
color full-page ads, and in-store pro- 
motion as well as carry a broadside 
message on the boxes of nine cereals, 
announcing $145,000 in prizes. AMF 
will supply the 6,581 leisure - time 
product prizes such as bicycles, rub- 
ber-cover footballs and basketballs, 
and bowling accessories. 


WHAT'S IN A NAME? 


New York—Changing a short corpo- 
rate name to a long one may be 
bucking a trend, but Vick Chemical 
Co. feels it has sound reasons for 
doing so. (As of this month, the com- 
pany will be known as Richardson- 
Merrell Inc. after Lunsford Richard 
son, Vick’s founder and William S$ 
Merrell, founder of Vick’s first ac- 
quisition. ) 

Vick, or rather R-M, has operations 
in all four major segments of the drug 
field: ethical drugs prescribed by 
doctors; veterinary drugs; chemicals 
that go into drug manufacture; and 
proprietary drugs which are adver- 
tised to the public. With 55% of sales 
coming from products other than 
proprietary drugs and with these areas 
promising to grow, the company wants 
a name that will reflect its broad 
operations—The name “Vick” means 
“chest-rub” to too many people. The 
proprietary products will be labeled 
Vick Chemical Co. Division of R-M 


SUBURBIA NEUROSES 


New York—The latest discovery of 
motivation research is a strange mal- 
ady referred to as “Suburbia Neu- 
rosis’—the result of “unsatisfied psy- 
chological needs” found only in 
homeowners. Prior Products Corp 
reports that its study turned up a wide 
variety of the consumer's most press 
ing pyschological needs; it appears 
that what most consumers crave is a 
week end free of caring for the lawn. 
In order to escape this onerous chore, 
the report goes on, many develop 
chronic sacroiliac conditions, back- 
aches, low resistance to colds and 
even incipient heart attacks. 
Fortunately, Prior will bring out 
a new line of products designed to 
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bring relief to the tortured home- 
owners. The first such product, called 
Instant Tint-A-Green Lawn Treat- 
ment, will be on the market soon and 
promises to be much cheaper than a 
psychiatrist. 


PRINTER’S PAINT 


Cleveland—Readers of The Saturday 
Evening Post were surprised to find 
a page of paint in the magazine last 
month. The Glidden Co., in an ad- 
vertising campaign featuring its new 
Spred Satin Latex paint, coated the 
page with a film one-third as thick 
as a single coat applied to a wall, and 
readers are invited to smudge the 
page to see how it wipes clean with 
a damp soapy cloth 
newspapers will feature a wash 
ability test using half a page of Spred 
Satin and half a page of a competi- 
tive product 


Later ads in 


PET PEEVE 


New York—A favorite complaint of 
many sales executives 1S poor sales 
man follow-up of business publica 
tion ad inquiries. More evidence of 
the importance of such personal fol- 
low-up comes from Construction 
Equipment magazine. The magazine 
conducted a survey based on an in 
vestigation of 1,019 inquiries pro 
duced by advertising in its March 
1960 issue. The survey showed that 
inquiries which were followed by a 
salesman’s visit resulted in twice as 
many orders—within 14 weeks of the 
inquiry dates—as those which were 
not. (For more, see SM, June 3, 
page 17 


The Survey Says* 


on th MOVE 


THIS 1S THE SHAPE OF YRUCKS TO COME 


ee ® 


WHAT'S A CREATIVE AD? 


New York—One thing that is appar- 
ently not necessary to creative adver- 
tising campaigns 1s loads of money. 
Even with a relatively low budget 
compared with Detroit auto makers 
Volkswagen still manages to pro- 
duce some of the finest examples in 
the industry. The latest—on a half- 
million dollar budget—with the theme 
“The Shape of 
indirectly 


Trucks to Come,” 
acknowledges impending 
competition in Detroit's forthcoming 
“compact” trucks—then proceeds to 


take credit for being the inspiration 


SINGLE-PACKAGE SHIPPING 


New York—Idlewild Airport was wit- 
ness to a striking example of the 
literal interpretation of the term 
“marketing on the move.” Denver 
Chicago Trucking Co. carriers met 
incoming shipments plane-side as part 
of a shipping ar 
rangement with a German chemical 


“single pac kage 


company. The importer had speci- 
fied not only the transoceanic carrier, 
but also the overland carrier from 
port of entry to destination in Arizona 
and California 


BIG SECRET REVEALED 


New York — It looks as if there is 
finally something available on moti- 
vation research that can be under- 
stood by the average sales executive 
National Industrial Conference 
Board's report on the use of motiva- 
tion research in marketing is written 
in terms the lavman can understand, 
with much of motivation’s mystic 
patter eliminated. NICB’s motive in 
doing the study: to show marketers 
how and where motivation research 
can be used effectively and how it 
can mesh with more conventional 
forms of market research Copies of 
the report are available from NICB, 
Inc., 460 Park Ave., at $1.50 to mem- 
bers and $7.50 to non-members. 


HOW GOOD ARE 
MODERN SALESMEN? 


New York—More and better sales- 
men are calling on industrial pur- 
chasing agents today than were five 
to ten years ago. At least the results 
of Purchasing Magazine's survey of 
1,000 selected purchasing agents say 
so. Seventy-two percent of those 
polled said that sales calls have in- 
creased and that the men calling on 
them are of a higher caliber. 


TELEPHONIC SALES MEETING 


Irmo, S. C.—One of the least ex- 
pensive nation-wide sales meetings on 
record—involving 53 salesmen from 
23 locations—cost just $11.25 a man 
General Electric’s Electronic Specialty 
Capacitor Section recently held a 
half-hour, telephone conter- 
ence with its representatives across 
the nation. Its first experiment with 
telephone conference techniques, the 
session cost the company less than 


2-way 


$600, saved thousands in transporta- 
tion and living expenses. And sales 
men were able to use the sales am- 
munition picked up at the meeting 
less than an hour after the opening 
speech began 

Results were generally so good that 
the technique will be adopted for 
future sales meetings. 


ELECTRONIC IMPORTS 
New York 


American 


To make a name in the 
market, the Matsushita 
Electric Corp., Japan's largest appli- 
ance maker, has headquartered its 
own national sales and service organ- 
ization in New York. In the past the 
company produced components and 
several different radio and appliance 
models for American firms that have 
marketed them under their own brand 
names. Come mid-September, how- 
ever, the first shipments of the new 
Matsushita line will be sold directly 
to American dealers under an ex- 
clusive, protected franchise arrange- 
ment 


JUST ASK UNCLE 


Washington, D. C.—Uncle Sam tells 
us that: There are 3 million working 
mothers with children under 12 in 
the U.S.; consumer credit rose $6.5- 
billion in 1959 over 1958; the farm 
population has declined by nearly 5 
million in the past decade. ~ 

These and many other bits of 
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ARTHUE 
SODRREY 


A legend in his own time. A per- 
sonality without peer. Philosopher, 
story teller, news maker, catalyst, 
he brings to each listener an imme- 
diate sense of personal participa- 
tion. As if that weren't enough, he 
just happens to be the greatest 
salesman in broadcasting history. 
In all radio, Godfrey is the kind of 


ON OBS 
RADIO 
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. 
expedite them all 
via 
AMERICAN CHAIN OF WAREHOUSES, INC. 
Coast to coost ovr 80 aggressive, for- 
word thinking members ore recognized 
leaders in handling spot-stocks to give 
you prompt, efficient, low cost distribu- 
tion service. 


EACH MEMBER is picked for his strotegic lo- 
cation in the hub of key industrial and 
wholescle marketing areas (practically at 
your customer's doorstep) . . . to save 
handling charges, speed up delivery and 
offer greoter inventory control with credit 
list reference 


EACH MEMBER is right up to the minute with 
modern, mechanized handling equipment, 
highly experienced personnel and know- 
how for cutting corners on freight ond 
distribution costs 


EACH MEMBER practically becomes your soles 
representative because he’s got his fingers 
on the speciol conditions, problems ond 
flexibility of his key marketing oreo, os 
well os routing ovt of town shipments 

to help increase your sales 
GET YOUR DISTRIBUTION COSTS FROM 


ANY CHAIN MEMBER or through the Chi- 
cago or New York office. 


Write for ovr FREE MEMBERSHIP DIRECTORY 
which describes the facilities of each member. 


WESTERN AREA 
Henry Becker, 53 West Jockson Bivd., 
Chicago, Ill. HArrison 7-3688 


EASTERN AREA: 


John Terreforte, 250 Park Ave 
New York, N. Y. YUkon 67722 


AMERICAN CHAIN 


OF WAREHOUSES, INC. 


fe 


A Nationwide System of 
Public Warehouses 


EVERY LINK A STRONG ONE 
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market information appear in the 
1960 Statistical Abstract of the United 
States, a handy reference volume 
about America compiled and _pub- 
lished annually by the Bureau of 
Census. At $3.50 a copy, the abstract 
is available from the Superintendent 
of Documents, Government Printing 
Office, Washington 25, D. C 


The Fenger Coin Baas wags 
more coffee power in 


RENN W 


TIMELY OUTDOOR SIGNS 

San Francisco—Public service com 
bined with an ad message can be 
seen on highway posters in eight 
Western states. The Folger Coffee 
Company's animated coffee bean tells 
motorists the driving time in minutes 
to the next major city or town 


FOR DROWSY DRIVERS 


Houston — Sleepy salesmen can now 
guard against falling asleep at the 
wheel. An auto Alarm Horn, pro 
duced by Alertmaster Corp., warns 
them when they start to doze. To 
set up the guard system, the drive: 
presses an activating button, then 
places his left foot on an alarm pedal 
If foot pressure is relaxed, the horn 
starts blowing 


BRAND NAME RESEARCH 


New York — There’s a story making 
the rounds about a French auto- 
mobile manufacturer on a_ current 
visit to this country. He decided to 
make a personal survey to determine 
which “makes” prevail on American 
highways. 

While driving on Westchester 
County parkways, he cons« ientiously 
wrote down the names visible on all 
the cars he saw. But instead of such 
brand names as Chevrolet, Ford, 
Dodge, Buick, Rambler, Studebaker 
(that he knows are being sold here 
in some quantity), our somewhat be- 
mused visitor found himself scrib- 
bling: New Yorker, Suburban, Dyna- 
flow, Super (Something?), De Luxe, 
“88,” Royal Special, etc. He threw up 
his hands, abandoning his survey no 
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better informed than when he began. 

“Now, in France,” he said ag- 
gressively, “we're proud to print our 
brands BIG.” 


DO CATALOGUES SELL? 


New York—Fully 42% of the house- 
wives in Fort Lee, N.J., who received 
Christmas catalogues last year made 
purchases from we reveals a study 
recently released by the New York 
University School of Retailing. And, 
what is more, 87% of the purchases 
were made in thie first three weeks 
after the catalogues were received 
But nearness to the stores the cata- 
logues come from is an important fac- 
tor, the study shows. Half the pur- 
chases stimulated by the catalogues 
were made in the store; mail orders 
accounted for a third, and 22% of 
the orders were placed by telephone 


SOUTH AMERICAN MARKETS 


Washington, D. C.-The Department 
of Commerce's Foreign Commerce 
Weekly is fond of calling attention to 
sales potentials offered U.S suppliers 
by markets abroad. Argentina is the 
current favorite. Its public and in- 
dustrial works programs have created 
wide-open markets for almost all 
kinds of industrial, roadbuilding 
petroleum-producing, cargo-handling 
and railroad equipment 


TAKING NO CHANCES 


New York — Work glove manufactur- 
ers will receive a new fabric kept 
literally under lock and key. A locked 
9-inch high safe is being mailed to 
them as part of a promotion device 
by Pepperell Manufacturing Co. The 
combination to the safe will be sent 
out in a series of three subsequent 
mailers. When the safe is finally 
opened, the customer will find a sam- 
ple of the new fabric made into a 
glove, fact cards for salesmen, counter 
cards, promotional mailers and a fab- 
ric testing card. 


John D. McPherson, President of Jefferson Chemical Company, checks samples 
of a new urethane foam in his R&D Laboratory at Austin, Texas. 


“We look to constant new product 
development...and good advertising... 
to build new business” 


“Some businessmen seem to think of advertising as 
incidental to selling. This isn’t the way we see it 
at Jefferson Chemical. 

“Our Research and Development Laboratories 
are always busy with new product ideas. But new 
products don’t mean new business until somebody 
knows about them. 'That’s why advertising in busi- 


ness magazines like McGraw-Hill’s is so essential. 

“Business publication advertising is the fastest 
way we know to reach complete industries with a 
new product. Salesmen can’t reach a new market 
as fast as a good ad can. Nor as economically. 
You'll find the story of new Jefferson Chemicals 
regularly featured in our advertising.” 


i ee Mc Graw- Hill So 


. ree 


Sweat 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36,N.Y¥Y. 


S 


IONS ADDY 


Sonne” 


More than one million key men in business and industry pay to read McGraw-Hill publications. 
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Something's happening in America 
that's beginning to have an influence 
on more and more media selections. 
It’s the major shift in reading habits, 
Today, more than ever, reading hab- 
its are motivated by the need to be 
and the desire to be informed. This 
can be seen by comparing growth 
rates of all types of publications 
available to the American people dur- 
ing the past decade. 

Away out in front are the news 
magazines. 


SHIFT IN AMERICA’S 
READING HABITS SEEN IN 
RECORD GROWTH OF “USN&WR” 


(Circulation growth, 1948-50") 
“USN&WR” 


News and 
Management Weeklies .UP. 63% 


All ABC Magazines ... . UP. 31% 


SNe World Report 


Burren ond com 
fadu Barren 


Never before have so many people been 
so intensely interested in the develop- 
ments of government, of business, of 
science. Never before have they realized 
how much these developments affect the 
way they live and the way they make 
a living 

As a result, they demand and expect 
news that penetrates and clarifies the sig- 
nificant events and pressing issues of the 
times. They demand and expect news that 
answers urgent questions. They demand 
and expect news they can rely on to guide 
their business and personal plans and 
decisions. 

Which helps explain why “U.S.News & 
World Report” has more than tripled its 
circulation in just 12 years. It is the one 
magazine in America that concentrates 
exclusively on the essential and useful 
news. Completely, too, with more pages 
of news than any other news magazine. 


Shift within a shift 

What makes the tremendous growth of 
“U.S.News & World Report” even more 
significant is this: it has attracted a large 
percentage of its subscribers from the two 
other news magazines. Specifically, 29% 
formerly subscribed to Time, and no 
longer do. Also 25% formerly subscribed 
to Newsweek, and no longer do. 

This shift is natural and spontaneous. 
“U.S.News & World Report” has the 
most voluntary circulation operation in its 
field. Content alone attracts and selects 
its audience —assuring not only thorough 
readership but high advertising visibility. 


More than readers—customers ! 


And the class of people drawn to this 
kind of magazine are usually those with 
the bigger responsibilities and betzer in- 
comes. Of the three news magazines, 
“U.S.News & World Report” has the 
highest concentration of managerial and 
professional families and the highest 


ADVERTISING SHIFT TO “USN&WR” 


(Advertising revenue 
growth, 1948-59) 


UP uP 


163% 85% 


“USN&WR” Newsweek Time 


Source: Publishers Information Burcan. 


nm | 
COMPLETE 
MEWS MAGAZINE 


SUBSCRIBER SHIFT TO “USN&WR” FROM OTHER NEWS MAGAZINES 
Of Total “USN&WR” Subscribers... 


(or 29%) formerly subscribed 


to Time 
but no longer do! 


formerly subscribed 
to Newsweek 
but no longer do! 


Source: Surory of “USNS WR” Subscribers, January 1959, based om current “USN & WR" circulation rate base. 


average family income—$15,496. Here 
are customers—the kind of people who do 
the buying for business; the kind of A NON-DUPLICATED MARKET 
people who account for the buying of NO ADVERTISER WANTS TO MISS! 
just about all major-purchase consumer = 
products and services. a 


A non-duplicated market 


These are busy people. They rarely have 
time for more than one news magazine. 
Close to a million of them do not subscribe 
to Time, and more than a million do not 
subscribe to Newsweek. 


Clearly, “U.S.News & World Report” 
provides a non-duplicated market of re- 
sponsible, high-income people no adver- . 
tiser can afford to overlook. No wonder Close to Saere Eee 
it’s also the target of a pronounced adver- 1,000,000 1,000,000 
“USN&WR” “USN&WR” 
subscribers 
do not 
subscribe 


The most to Time. to Newsweek. 
important magazine of all = [°° Stee Pern Seem 


tising shift, expressing a growing convic- 
tion that this is, indeed . . . 


U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 


Now more than 1,175,000 net paid circulation 


Advertising Offices: 45 Rockefeller Plaza, New York 20, N.Y. 
Other Advertising Offices in Boston, Philadelphia, Pittsburgh, Cleveland, 
Detroit, Chicago, St. Louis, Los Angeles, San Francisco, Washington and London. 
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Planned Packaging moves merchandise 


Why not your brand ? 


See the ‘“‘wrap-around” end panels on this new carton? 
They give beer and other pack users all-important end panel 
identification—usually a premium feature—for the cost 

of regular open-end cartons. Important? Vital! Thirty-five 


per cent of all store pack displays show carton ends only! 


The new “‘Contour-Pack,” an exclusive, new design 
development by Packaging Corporation of America, offers 


better sales, lower package cost, faster packaging. 


This is but one of countless ways in which Packaging 
Corporation of America’s concept of Planned Packaging, 
implemented through integrated national facilities, 
produces better packaging . . . more sales. Whether 

your requirements are large or small, regional or national, 


we welcome the opportunity to help you. 


Packaging Corporation of America 


1632 CHICAGO AVENUE, EVANSTON, ILLINOIS 


Cartons « Containers « Displays « Egg Packaging Products « Molded Pulp Products + Paperboards 
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7 I LETTERS TO THE EDITORS 
Stina | RI EN ON OT AAA NESE NS A INL AEE A ETT 


high-price cures, or prevention 


. I thought your article, “Market- 
ing’s Stake in the Political Campaign” 
[SM, Sept. 2], unusually well done. I'm 
happy to note the credit to Dick 
Holmquist [of GE], in my book one of 
the foremost and best-informed men in 
the field of Government impact on 
marketing 

My only regret is that business 
managements are not nearly enough 
aware of the situation, and, deplorable 
as it is, seem to await the time when 
only expensive cures (rather than 
relatively inexpensive prevention) are 
available, if indeed even these are 
available ... 

Keep up the fine work—management 
needs a strong, clear voice such as SM 
to remind it constantly of the dangers 
it faces 

Joun Foruney Rupy 
Asst. to Executive Vice President 
The Goodyear Tire & Rubber Co 
Washington, D. C 


c/o T. Harry Thompson 


Your final question [Scratch 
Pad,” SM, August 5), “Is Cash-on- 
the-barrel-head a sales deterrent?” 
reminds me of 


@ the furniture refinisher who took 
three extra weeks to do the job and 
gave my wife virtual hell when she 
called to ask about it, 


®@ the porch rebuilding man who 
visited us to give us an estimate, and 
was never again heard from 

@ the landscape planning people 
who spent a half-day on our property 
making plans, then never submitted an 
estimate. 

Fortunately, each of these persons 
or firms has a counterpart which esti- 
mates with reasonable accuracy and 
follows up with a specific proposal 

But the difference between the two 
breeds is not, in my opinion, CASH 
It is in native intellect. In our case the 
people who got the orders THOUGHT. 
They thought first about our problem, 
then about solving it, then about how 
they could make bucks solving it . 

To make a sale, you generally have 
to meet a need or solve a problem. To 
do either, you must think. And you 
must invariably think of the prospec- 
tive customer first 


Warren F. RANDOLPH 
Weston, Mass 


belated credit 


Your story, “They'll Slice Radio 
Differently This Fall” [SM, Sept. 16}, 
underscores once again the vigor of 
the radio medium 

As you know, the figures high- 
lighted in your story are part of the 
continuing data that Radio Advertis- 
ing Bureau research develops and 


disseminates in order to keep adver- 
tisers up to date on the latest informa- 
tion about radio. For example, the 
Radio Listening Chart illustrating your 
article is part of a recent study com 
missioned by RAB. 

The complete story of radio in 
1960, including the Radio Listening 
Chart, is now available to advertisers, 
sales executives and manufacturer top 
management in a concise RAB bro- 
chure titled: “Kadio Facts Pocket- 
piece.” 

Mices Davip 
Vice President 
Radio Advertising Bureau, Inc 
New York, N. Y. 


& And, as Mr. David kindly refrains 
from pointing out, the figures used in 
SM’s article were not in all 
properly credited to RAB 


cases 


forward looking editor 


..» How do I read SM [“Notes from 
the Editor's Side Pocket,” SM, August 
19}? I start at the front and keep going 
from front to back, being reasonably 
selective for my own particular inter- 
ests, but once in a while letting a 
provocative title or subject stop me- 
sometimes for a quick dip, sometimes 
to swim the full length of the pool 

My newspaper I read mainly from 
back to front... 

If all of this classifies me as a 
curiosity, well, it ain't the first time 

VERNON VINE 
Director of Editorial Relations 
Farm Journal 
Philadelphia, Pa 


I read from cover to cover each 
issue, and always from front to back 
I read from back to front when | 
wish merely to glance at the issue 


Joun V. McDonaLp 
Vice President 
Chippewa Shoe Co. 
Chippewa Falls, Wis. 


& Far from being curiosities, readers 
Vine and McDonald and the other 
front-to-backers we have heard from 
appear to have a slight numerical 
edge on the back-to-front team 


older salesmen qualify 


In your issue of August 8, you pub 
lished an editorial headed “Older 
Salesmen Needed.” We would like to 
reprint two paragraphs of this in a 
promotion piece urging employers to 
hire qualified older salesmen . . . 

InvIN KuPER 
Promotion Chiet 
New York State Dept. of Labor 
Division of Employment 
New York, N. Y. 
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This is a 
Scissor-billed 
Box-topper 


A bird in the hand 
is still worth 
you-know-what 


... it still costs less to keep a cus- 
tomer sold than to sell a new one. 

Let us show you how to keep 
your customers sold— how to build 
business that repeats and repeats 
—with your own customer engi- 
neered premium plan. 

Cost ? You decide that. You pay 
for your individually-tailored pre- 
mium service plan after you 
profit from it. Not before. Let us 
tell you more. 

Write, wire or phone collect— 
ATlas 8-9315. Dept. S-10 


remium 
ervice Co. Inc. 


Founded 1897 


SUBSIDIARY OF 
THE CURTIS PUBLISHING COMPANY 


195 North St., Teterboro, N.J. 
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BIG-VISIONED, TOUGH-MINDED, INFORMED, SUCCESSFUL... 


That's George S. Salter, Chief Filtration Design Engineer 
for the City of Chicago and its huge new $100,000,000 
water filtration plant 


A billion gallons a day is a lot of water to filter. And to 
build a system that can handle it, you need a man with 

big ideas—and the hard practical experience to match 
Chicago found him in George Salter, whose background 
included years of field experience in coordinating design and 
construction for the city’s subway system as well as 

sewage and water systems 


Equally at home hammering out new excavation methods 
with contractors, procedural agreements with municipal 
officials and drawing board plans and specifications with 
designers and architects, he's long been known as “a 


construction man's design engineer” 


In the Chicago project, George Salter has been in charge of 


| a 


oo ° 
TT hit LL ee 


= 
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the design for about $70,000,000 in construction to date at 
the central filtration plant, plus about $15,000,000 worth of 
large water tunne/ construction under Lake Michigan 
When completed in 1962, the project will serve the water 
needs of the northern two-thirds of Chicago and its 
suburbs, with a total population of 3,000,000 


Men like George Salter—the engireers, owners, architects 
and contractors whose ideas are providing the 
plant to meet the growing needs of America— have 
to keep abreast of new developments in all phases 
of construction. These are the men who turn 

each week—as part of their jobs—to Engineering 
News-Record for the latest news and information 
on the equipment, materials, machinery, money 
and manpower they need in their work. These 

are the men you sell when you advertise in 
Engineering News-Record 


Ss > yok: 


Read weekly by all the men who 
wear construction's hard hat: 


Engineers Architects 
Contractors - Owners 


ENGINEERING 
NEWS-RECORD @ 


A SeGtaw- HK. PUBLICATION EDO WEST COND STREET. HY Bn ¥ 
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THEY'RE 


IN THE NEWS 


BY HARRY WOODWARD 


In Five Years: First Graders 
Will Be Writing on Portables 


That's the prophecy of William 
N. Brown. And he should know. He's 
the new v-p and general manager for 
the equally new Remington Rand 
Portable Typewriter Division. Rem 
Rand divorced its portable from the 
Office Machines Division, gave it di- 
vision status in recognition of its in- 
creasing importance. “A portable,” 
savs Brown, “is not an office machine; 
sales 


Having it under Office Ma 
chines was like marketing a GM truck 


evervthing about it is different 


service 


as if it were a Chevy Corvette.” His 
job will be to market the portables 
And he left 
marketing v-p of Dictograph Prod- 


ucts—to take He'll 


properly a good job 


up the challenge 


At American Home Products 
Food Is Filling Chinks 


In 1950, present food products 
brought about $15 million to Ameri- 
can Home Products Corporation's 
coffers. Last year the American Home 
Foods Division (biggest money-maker: 
the Chef Boy-Ar-Dee line 


rang up 
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broaden sales outlets for the port 
ables, see that thev are advertised 
and promoted to the hilt among 
students, keep the designs and prices 
competitive. Among his bright ideas: 
panels to assist in the development 
of marketing and promotional plans 
A totally relaxed, prematurely white- 
haired man, he speaks fast and to the 
point. To discover if portables could 
be easily used by children, he gave 
his three kids (the oldest, 11 0 
minutes of after which 
they were touch-typing. Says he 
“Remington will tailor its marketing 
programs to the specific needs of 


every dealer category. We won't ask 


instruction, 


our dealers to accent general omni 
bus-type marketing campaigns which 
may not fit their patterns of opera 


tion.” This is where the panels come 


¥. 


Photo by Art Green 
a healthy $70 million. And a lot of 
credit goes to two men who work 
together as a smooth, amicable team. 
Meet L. J. Sauers, (r) named the 
division’s executive v-p and general 
manager, and his right-hand man, 
J. B. Shortlidge, who has become v-p 


for sales. Both are American Home 
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Foods veterans: Savers, who has been 
v-p for marketing, hooked up with 
AHF as a district manager in 1944 
after 11 vears with National Biscuit 
Co. (He's had another career along 
the way—among his first jobs was a 
post with a large investment firm, 
training that has stood him in good 
stead where advertising and other 
allocations are concerned.) Shortlidge 
joined the food business with Clapp’s 
baby foods (a former American Home 
Foods property, sold in 1953). He 
began as a retail salesman, rose to 
district manager. As the father of 
four sons he spoke of baby foods with 
authority. AHF is fanning out: 
Recently it acquired Dennison’s, a 
West Coast food firm that spec ializes 
In Mexic an edibles It also stables 
Burnett's extracts and G. Washington 
seasonings. And Larry Sauers and Joe 
Shortlidge feel this is only the begin 
ning. The particularly 
interested in the field of convenience 
foods. The parent company is inclined 
to sit up and take notice when Sauers 


and Shortlidge speak: After all that 
$70 million accounted for better than 


division is 


15% of total corporation sales last 
year! 


A rose and a nose... Otto of 


Rose, precious natural product 


228s s2a2 of Evrope’s famed “Valley of 


the Roses”, must pass this final 
olfactory test after exacting chem- 
-. es 2s & ® | 2 ical and instrumental analyses 


have eliminated all but the finest 


- 
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In Europe, South America or the Far East... wherever IFF customers 
) ) onderful produce and sell their products, they can depend on the same 
precise quality and uniform product specifications that 
W orld of typify IFF perfumes the world over. 
Custom made fragrances created and produced by IFF are giving 


distinctive sales appeal to an ever increasing number of 
ragrance successful products in every market. 


al ) 
van Ameringen-Haebler icisio» 
INTERNATIONAL FLAVORS & FRAGRANCES INC. 


52!i1West S7t" St. + New York 19, N.Y. 


Leading Creators and Manufacturers in the World of Fragrance 
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where things are happening to keep 
business good...and make it better! 


Another modern shopping center is on 
the way in Tacoma, to occupy 35 acres 
adjoining the new Tacoma-Seattle- 
Everett Freeway. Further evidence 
that things are happening in Tacoma 

where food sales, for example, are 
running close to $94 million per year. 
Business is good, and getting better! 


So, when you’re planning a promotion 
—think twice about Tacoma. First, as 
a separate metropolitan area, vital to 
the total economy of the Puget Sound 
Circle. Second, as a market which can 
not be covered by any outside news- 
papers. Proof? Ask the man from 
Sawyer-Ferguson-Walker Company. 


The TACOMA NEWS TRIBUNE now delivering more than 85,000 daily 
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WHY 


ADVERTISINGS 
CRITICS 


ARE ALL WET 


By HOWARD J. MORGENS 


President, The Procter & Gamble Co. 


Adapted from an address before the 8th Annual Marketing Conference of the 


National Industrial Conference Board, Sept. 14-16, 1960, New York, N. Y. 


Our company has used advertising for a long time in 
many different parts of the world. We sell our products 
in a number of different countries with economies ranging 
from the fairly primitive all the way up the scale to ours 
in the United States. We advertise in countries with many 
different types of governments; with many different laws 
and public attitudes affecting advertising; and with media 
and techniques which are not nearly as well developed as 
ours are here. Perhaps, to some degree, this experience 
gives us an unusual vantage point to observe certain funda- 
mentals about advertising. 

Some of these fundamentals cannot be repeated too 
often. They need constant clarification and interpretation. 
A lot of nonsense about advertising is circulating today. 
Madison Avenue seems to be replacing Wall Street as a 
whipping boy. The best answer to all this is to restate 
certain basic principles concerning advertising. 


> Advertising is only a part of the total selling or distri- 
bution job. 

Because advertising is so highly visible to the public, 
there is a disposition to regard it as an entity, separate and 
complete in itself. It’s not. 

From a general management point of view, advertising 
can’t be intelligently considered apart from other aspects 
of selling and distribution. From a public standpoint, 


advertising alone should not either be praised or damned 
for its effect on the economy. It is the combination of 
selling functions which provides the motive power. 

It is meaningful, therefore, to appraise advertising ex- 
penditures mainly in combination with other costs of 
selling and distribution. There is, after all, no basic differ- 
ence between the cost of advertising and the cost of sales- 
men. 

Salesmen are needed to get the manufacturer’s brands 
into the retail outlets. Advertising is needed to move them 
out of those outlets into the hands of the public. The 
margins required by wholesalers and retailers are also 
essential parts of the total cost of distribution. Expendi- 
tures for all these functions—sales, advertising, wholesaling 
and retailing—all have the same basic purpose and all are 
required to sell products to the consumer. 

The cost of each of these functions varies greatly among 
different industries and even among different prod- 
ucts in the same industry. Therefore, advertising expendi- 
tures alone are not an accurate or complete measure of 
relative selling costs or relative selling power. 


> Within the over-all distributing effort, advertising’s 
chief role is that of selling the consumer. It is essentially 
a form of salesman to the consumer. 

But it is not the only way to do that job. Advertising 
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WHY 
ADVERTISING’S 
CRITICS 
ARE ALL WET 


continued 


competes with other ways of selling the consumer. In 
some countries, it competes with bazaars, street markets, 
peddlers who shout their wares, and the equivalent of old 
fashioned pitchmen In our country, as one example, it 
competes with door-to-door salesmen 

Most importantly, advertising competes with private 
brands owned by large retail organizations which are 
steadily growing in size. It has been estimated that al- 
most 20% of total grocery sales, for example, is current, 
in retail-owned brands. Most non-food items are also sub- 
ect to retail labeling. Retail-owned brands now represent 
in the United States very important and powerful competi- 
tion to advertised brands of all kinds. 

Occasionally one hears talk of a tax on advertising. If 
the cost of advertising should be increased disproportion- 
itely—through taxation or some other measure—these other 
methods of selling the consumer would certainly benefit 

However, regardless of the method, this job of selling 
the consumer must be done in every country and in every 
type of economy. Since the job must be done, it is natu- 
rally desirable to do it as effectively and efficiently as 


™ »ssible 


> We in Procter & Gamble believe that advertising is 
the most effective and efficient way to sell the consumer. 
If we should ever find better methods of selling our type 
of products to the consumer, we'll leave advertising and 
turn to these other methods. 

There are certain broad, basic reasons for advertising s 
creat effectiveness—reasons which go beyond mere dollars 
ind cents calculations. They are fundamental to any ap 
praisal of advertising from a general management point of 
view. They are: 

© Advertising can and does create new markets. 

It can do this more rapidly, more intensively, and less 
expensively than any other method of selling the consumer. 

Take our industry: the rise of personal cleanliness has 
closely paralleled the rise in advertising of soaps and de- 
tergents in every country in which we do business. In 
the United States, the social desirability portrayed by ad- 
vertising of the daily bath, the daily clean shirt, and clean 
white teeth have produced cleanliness habits which are 
still relatively new in our society 

This is not to contend, of course, that advertising cre 
uted a desire for cleanliness where none existed previ 
ously. What advertising did was to remind people of 
something they wanted and to tell them about products 
encouraged and facilitated cleanliness. 

Advertising’s ability to create new markets does not 
need much positi.: documentation here. In fact, adver- 
tising is currently being criticized in some quarters for 
doing this job too well. It is said to force people to buy 
products they do not want. 

I'll say categorically that no amount of advertising can 
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force any large number of people to buy things they do 
not want. Advertising can only create a new market for 
products which fill a genuine—though often unexpressed 
or latent—consumer want. In other words, advertising 
cannot develop a consumer want except where the need 
or desire previously existed—even though it may have ex- 
isted in unrecognized or dormant form. 

This is more than just a theory. Let me illustrate how 
it works in actual practice: 

Before setting out to create a new market for a new 
type of product, most sophisticated companies go through 
a process of testing that product with the consumer. 

As part of this testing process, a group of people is 
asked to use the product “blind”—that is, without exposure 
to advertising, without a brand name, without labels o: 
glamorous packaging. If the consumers so tested respond 
to the product favorably—if they recognize it immediate) 
as “something they've wanted” or “would like to have”- 
then the company has a chance to develop a new market 
for it. 

On the other hand, if in the testing process, consumers 
should not respond favorably to this new type of product 
—when exposed to it without advertising—then the surest 
way to go broke is to spend advertising money trying to 
create a new market for it. 

There may be exceptions to this. However, based on 
yur Own experience, it is about 99 and 44/100% correct' 


® Advertising, properly used, does lower costs to the 
consumer. 

It is true that advertising does, in itself, add to the cost 
of a product. However, it also results in savings that in 
most instances are greater than the cost of the advertising 
It does this in many ways: 


1. It brings about savings in manufacturing costs. Ax! 
vertising helps produce large volume on specific standard 
ized items. This is what makes mass-production methods 
possible. 


2. Advertising brings about savings in other types of 
distribution costs. The high volume which it creates low 
ers the salesmen’s cost per unit. It also means rapid turn- 
over for the retailer, which in tum makes lower retail 
margins possible—without reducing the dealer's profit on 
capital invested in inventories or shelf space. In this way 
advertised brands have helped make the low-cost super 
market operation possible 


3. Advertising also brings about savings in buying, 
financing, and in many other business operations. Properly 
used it tends to produce more stable volume week in and 
week out. Stability of volume results in great efficiencies 
and economies in practically everything that a company 
does. 

Time and again in our own company, we have seen the 
start of advertising on a new type of product result in 
savings that are considerably greater than the entire ad 
vertising cost. When we consider all types of production 
costs, all types of distribution costs, and all other operating 
costs, the use of advertising clearly results in lower prices 
to the public. 

Once a mass market has been created for a certain type 
of product—and once mass-production equipment and tech 
niques have been developed for that type of product—it is, 
of course, possible for someone else to take a free ride 
for a time by selling the same type of product at a lower 


cost by not using advertising. However, it would be a 


great fallacy to go on from there and to infer that all such 
products would be cheaper if there were no advertising 
on any of them. In fact, the contrary would be true. 


© Advertising plays a tremendous part in the constant 
upgrading of consumer products. 

Probably the most important point about advertising 
today, and one that is least understood, is its role in prod- 
uct improvement. 

Advertising cannot sell a poor product. It might induce 
people to try it once.. But it cannot build an enduring 
business on such a product. That has been proven over 
and over again. In fact, the quickest way to kill a brand 
that is off in quality is to promote it aggressively. People 
find out about its poor quality just that much more quickly 

I'll go further. Advertising cannot sell a product for 
very long in a competitive market if that product stands 
still quality-wise! 

Advertising offers a quick, effective way for anyone to 
tell the world that he has improved his product. Assum- 
ing the improvement is genuine, the public is quick to 
notice it and the return on the advertising expenditure is 
greatly enhanced. There is a constant struggle to make 
one’s marketing dollars work more and more effectively 
This struggle acts inevitably as a spur to the development 
of better and better products. 

Research people are constantly searching for ways to 
improve the things we buy. A great deal of the prodding 
and pushing and suggestions for those product improve- 
ments comes from the advertising end of the business. 
That's bound to be because the success of a company’s 
advertising is closely tied up with the success of its prod- 
uct development activities. 

Furthermore, when a company is confident of its ability 
to acquaint the public quickly with a product advance, it 
is more willing to invest dollars in the research which is 
needed to bring that improvement from the laboratory to 
the consumer 

In this way, advertising and scientific research have 
come to work hand-in-glove on a vast and amazingly pro 
ductive scale. No other form of consumer selling has vet 


demonstrated this ability to foster product innovation. The 
direct beneficiary is the consumer, who enjoys an ever- 
widening selection of better products and services. 

© Advertising increases competition. 

This point is so obvious to those who know advertising 
that it often goes unexpressed. 

In the 1930's and early 1940's, advertising was fre- 
quently criticized in academic and governmental circles 
for being wasteful, ineffective, and parasitical. One of the 
purposes for starting the Advertising Council was to dem- 
onstrate the effectiveness of advertising to people in gov- 
ernment by using it in public service causes. 

Today, the pendulum has swung to the other extreme 
Advertising is now being criticized for being too effective. 
It is so effective, we are told, that it may lead to monopoly 
and restraint of competition. 

This criticism is most certainly based on a misunder- 
standing because one of the most fundamental charac- 
terstics of advertising is that it forces one to be competi- 
tive. 

Advertising will not work effectively if the product is 
not fully competitive in quality. This forces constant com- 
petition through product improvements. 

Advertising will not work effectively if the product— 
quality considered—is not fully competitive in price. This 
forces constant competition through cost reduction pro- 
grams. 

Advertising will not work effectively unless the sales 
and other distributing functions are on their toes. This 
forces competition through vigorous competitive selling 
and merchandising. 

Any company with a new product idea can, through 
advertising, tell the world about it in short order. This 
opportunity spurs competition through the creation of 
new products. This in turn means that established prod- 
ucts must improve in order to live. 

The very essence of advertising is that it is an instru- 
ment of competition. If one believes in competition, it 
is hard not to believe in advertising. It is complete); 


(continued on page 135) 
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. . . Advertising is now being criticized for being too 


effective. It is so effective, we are told, that it may lead to 


monopoly and restraint of competition. 


“This criticism is most certainly based on a misunder- 


standing because one of the most fundamental charac- 


teristics of advertising is that it forces one to be com- 


petitive.” 


Howard J. Morgens 
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Sales Soar, too, 
With Flying 
Credit Manager 


T WAS 9 A.M. The phone rang on 

the desk of Jim Magnus, Caine Steel 
Co. credit manager. The voice on the 
other end was excited—a salesman 
calling from Champaign, IIl., some 
160 miles south of Caine’s Chicago 
office. A large fabricating customer 
was ready to place a big order — pro- 
viding credit was extended imme- 
diately. In most companies, this would 
have been impossible. The mechanics 
of normal credit checks would have 
forced refusal of this request and the 
business would have gone elsewhere 


> As he put the phone back on the 
receiver, Magnus made a quick evalu- 
ation of the prospect and, at 9:10, 
left his office and drove to Sky Har- 
bor airport near the city. By 9:45 he 
had rented a plane, filed his flight 
plan and, promptly at 10 am., he 
t 0k off 

Just as promptly at 11:30 a.m., he 
rived in Champaign, was met by 
the salesman, and by 11:45, was in 
the prospect’s office studying his finan- 
cial records 

“Back in Chicago,” says Magnus, 
“the facts didn’t seem to warrant 
open-line credit. Once I had a chance 
to evaluate the customer's position 
on the spot, however, I realized that 
there wasn’t anything seriously wrong 
This man simply needed time to pay 
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his bills. This is the kind of informa- 
tion that doesn’t show up on paper 
The customer has since paid his bills 
in full.” 

Most important, Caine Steel made 
a substantial sale — solely because the 
company was able to open a line of 
credit within a few hours. 

At 1 p.m. the same day, Magnus 
left the new customer and took off 
again, this time for Rockford, Ill, 
where he was met by another Caine 
salesman. 

At 2:30 he made his first call in 
that city and at 3:30, a second call 
After okaying the first and rejecting 
the second prospect, he took off for 
home at 4:30. 

By 5:30 the same day he was at 
home in Wheeling, Ill, a Chicago 
suburb. 


> Briefly, the cold-eyed, ponderous 
approach of the conventional credit 
manager is being replaced at Caine 
Steel with fast, personal service. And 
the reward is sales that otherwise 
would be lost. 

Of course, standard methods for 
evaluating credit potential are not dis- 
carded. Magnus still spends the big- 
gest portion of his time at his desk 
studying every available record on 
prospective as well as present cus 
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ROUTE TO PROSPECTS is checked by 
Jim Magnus, Caine’s flying credit man- 
ager, as he plans on-the-spot credit 
checks on prospects that look good. 


At a time when the steel industry 
is generally in a slump, Caine has 
found that this personal credit treat- 
ment bears heavily upon the com- 
pany’s sales effort. It helps simply 
because a customer is often ready 
and willing to buy — if he can get the 
credit he needs. The supplier that 
gets there first with a decision on 
credit often is the supplier who gets 
the order. 

As one of the five largest inde 
pendent steel service companies in 
the nation, Caine supplies sheet and 
strip steel, flat-roll coils, flat wire and 
other products, as well as performing 
certain fabricating services for its cus- 
tomers. 

The value of the airplane lies in 
the fact that roughly 30% of the cus- 
tomers handled out of Magnus’ Chi- 
cago office are in small towns off the 
beaten path. To get there without a 


AIRPORT CLEARANCE puts him on his 
way in private plane, to settie another 
emergency, find out quickly and surely 
if prospect's credit should be okayed. 


private plane would mean taking a 
commercial flight to the nearest city 
and then renting a car for a 50-mile 
drive. 

Magnus handles Michigan, Indiana, 
Illinois, lowa, Wisconsin, North and 
South Dakota, Minnesota and Mis- 
souri. The area accounts for roughly 
40% of Caine’s annual sales of $20 
million. 

“There's a psychological factor in 
flying, too,” says Magnus. “When you 
tell a customer you'll get there in an 
amazingly short time, and then do it, 
vou've provided another illustration 
of the fact that service really is your 
business.” 

Magnus delights in tossing off ex- 
amples of how Caine’s “flight credit” 
is paying off for the company. In 
another case, a customer in Indiana 
had a record of bad credit despite the 


fact that, by all indicators, his busi- 


PRE-CHECK CONFERENCE with local salesman gives Mag- 


nus the latest facts on prospect company, may give him 
some leads to facilitate investigation of its credit status. 


WITH THE BOOKS before him, the picture is clear. This 
fast service can often clinch an uncertain sale, put Caine 
ahead of its competitors when the prospect is in a bind. 


ness should have been prospering. A 
Caine salesman kept his ear to the 
ground and was able to tell Magnus 
that a new management team was 
about to take over. 

No sooner had the management 
team arrived than Magnus appeared 
on the scene. He was impressed by 
the group and opened a line of credit 
immediately. 

“The result,” he reports, “is that 
we were one of the first suppliers to 
meet this new group and change ou 
credit policy to meet their changing 
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conditions. We loosened our credit 
belt and gave them a free hand. Now 
their orders are almost twice what 
they used to be, with the result that 
they are making money and, of course, 
discharging their responsibility to us.” 

In short, a solid customer Caine 
would not have had were it not for 
the company’s airborne sales-credit 
teamwork. To date, the company’s 
sales in that territory continue to rise 
in happy proportion to mileage logged 
by the company’s fiving credit man 
ager. ® RAK 
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What Kind of a 
Fourth Quarter? 


Consumer spending is still zooming upward; a trend to rebuild- 
ing inventories is likely — in fact, most economic factors are 
adding up to a record-breaking season just ahead for business. 


Fourth quarter 1960 should see re- 
tail sales at least 2.2% higher than 
the parallel period in ‘59. 

Despite the defeatist outlook which 
exists in some segments of the busi- 
ness world, SM’s Board of Analysts 
of Future Sales Ratings foresees a 
strong business foundation in which 
energetic sales efforts will be _ re- 
warded, thanks to an unprecedented] 
high buying potential. The nation’s 
economy has trouble spots, of course, 
but on the positive side of the ledger 
ure record-breaking population, em 
ployment, wages, liquid-asset strength 
und margin over debts, as well as the 
strong finances of business. 

Reflecting this basic strength and 
the board’s expectation of a new high 
in promotional effort and expenditures 
by the country’s vast distribution in- 
dustry, most of the 116 industries 
listed in the Future Sales Ratings 
tabulation have ratings of four stars 
or better, depicting a very good rela- 
tive outlook 


&> The autumn consensus of this 314 
man group of economists and market- 
ing men, based on re-analysis of these 
industries’ sales potentials, shows a 
vide variety of changes, as indicated 
by the up- or down-pointing arrows 
ilongside the ratings. (An unfavorable 
interpretation is definitely not implied 
in the down-arrow symbols; the de- 
creasing rating largely reflects the 
rising comparative base of sales, 
which makes large gains in compari- 
son of 60 with ‘59 more difficult to 
achieve 
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By PETER B. B. ANDREWS 
Chairman, Future Sales Ratings Board 


The nation’s high, stable level of 
business and steady growth in de- 
mand for goods and services by con- 
sumers, business and Government, 
have at times been crowded out of 
the spotlight by the continued reluct- 
ance of businessmen to build inven 
tories, the severe decline in steel mill 
operations, the relative sluggishness 
in the auto industry (especially used 
car sales) and the reports of unem 
ployment rising above 4 million 

But for the quarter coming up the 
board anticipates a rise in new orders 
from businessmen and consumers, a 
trend to rebuilding of inventories, a 
substantial improvement in the steel 
and auto industries, higher employ- 
ment and some betterment in the un 
employment picture. Continued ex 
port strength also is expected 


> The strongest spot on the horizon, 
and it is a very important one in- 
deed, is consumer spending for goods 
and services. Significantly, consumer 
spending comprises about two-thirds 
of total national spending from all 
sources for goods and services. An 
nual rate of consumer spending rose 
$3.7 billion in the first quarter of 
60, another $5.2 billion in the second 
quarter of ’60 to a new high, then up 
to another new high in the third 
quarter with a rise estimated at more 
then $4 billion. 

The signs point to additional 
quarterly increases for the rest of this 
year and early '61, reflecting the good 
outlook for personal income. These 
two economic items are closely cor 
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related; over the past decade the con 
sumer has spent all but an average of 
6% to 8% of his disposable personal 
Inoome. 

One strong indication that personal 
income will continue to increase is 
the trend of wages. During each year 
of the past decade, personal earnings 
have gone up by 4 to 12 cents an 
hour in manufacturing, 6 to 17 cents 
an hour in construction, and 5 to § 
cents an hour in retailing. Average 
weekly earnings of production workers 
in manufacturing approximate $91 
now, compared with a 1959 average 
of $89.47 and $59.33 in '50 

This trend seems likely to continue 
in the foreseeable future. Agreements 
made this year and earlier provide 
increases this year for nearly 2.5 
million workers. 

Disposable personal income, in 
view of the high level of wages and 
the high level of employment, is at 
a record high. Currently around a 
$360-billion annual rate, such income 
is expected to average about $354 
billion this year, which would com- 
pare with $337.3 billion in 59 and 
$207.7 billion in "50. 

Similarly, gross national product 
(total spending for goods and services 
presents an impressive picture 
Fourth-quarter G.N.P. is expected to 
hit a seasonally adjusted annual rate 
of $511 billion (a new high), with 
a full year average anticipated at 
$506 billion. This would com 
with $482.1 billion for the full year 
59 and $284.6 billion for "50. 

Although one-third of the 1960 


In the 116-industry table below, the sales prospect rating has just been raised when the 
arrow f next to the y%& points up. The arrow | pointing down means the rating has just been 
decreased. All other ratings are unchanged from the previous quarter. 


Key to Relative Size Ratings Key to Sales Prospect Ratings 


(By Industry sales volume) (All ratings are relative to the median (***), 


A—$10 Billion and Over which indicates approximately no change in relation 
8—$7 Billion to $10 Billion to the corresponding period of the preceding year.) 
C—$4 Billion to $7 Billion wkkkk—Best Relztive Outlook 

D—$2 Billion to $4 Billion wkkk —Very Good Relative Outlook 

E—$! Billion to $2 Billion —-Good (Medium) Relative Outlook 
F—One-Half Billion to $1 Billion —Fair Relative Outlook 

G—Under a Half-Billion Dollars —Least Impressive Relative Outlook 
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Air Conditioning 
Air Transportation Machine Tools ..... 

i Machinery ay 
Machinery (Ind'l.) 
Materials Handling 
Meats 

Medical and Dental Care 
Metal Containers ..... 
Metals (Non-Ferrous) .. 
Missiles and Rockets 
Motion Pictures .. 
Musical Instruments 
Office Equipment 

Oil Burners ..... 

Oil (Cooking) . 

Oil Equipment 
Packaging & Containers 
Paint 

Paper & Products 
Personal Care 


Candy & Chewing Gum . 
oe Fruits & Vegs. 


ery (Men's, Women's 
ren's) 


Coal [Ava 
re Machine Sales 
Commercial same 


Penbing & Heating 
Printing & Publishing atl 
Radios .. 3 
Railroad Equipment 
Railroads 

Refrigerators o 
Restaurants & Bars .. 

R oct. ant £ + 

Rock Products (Inel. Cement) 
Rubber Products . 

Secu Financing 
Shipbuilding ..... 


Shoes 
Silk Textiles 
— ay 


Soft Drinks . 
Sports & Sporting Goods 


Drugs 5 Medicines 

Dry Cleaning . 
Education . 

Electrical Eq. (Industrial) 
Electrical Eq. (Consumer) 
Electronics Military) 


Gasoline & Oil 

Glass & Materials 
Government Procurement 
Groceries ........ 


Toys & Games . 
Hardware ..... 
Hotels 


Trailers (Auto) 
Se eee Travel & Vacations 
House Furnishings, Floor 
Coverings, Furniture, etc. 
Household Products — ) 
Imports . , 
instalment Financing 
Insurance 
Jewelry & Watches 


Utilities re Telegraph) . 
Utilities (Telephone 
Vacuum Cleaners .. 


ha se ston (Resnhl 


a 
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Note: Future Soles Ratings are especially copyrighted by SALES MANAGEMENT, 630 Third Avenue, New York 17, N. Y. 
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NEW ‘otro uno sicen 


6 See Ne 


COL 
~—COMMUNICATOR 


THE-DESK-TOP SALES THEATRE . . . 


Démonstrates your products, displays your serv- 

~ices_ visually—AND narfates your story dra- 
matically .. . Assures interest, leaves a lasting 
impression, turns prospects into customers. 
Makes everyone a perfect salesman. 


Excellent for desk top or small group viewing 
—without room darkening. Sets up in seconds. 
Assures high fidelity sound and picture bril- 
liance. Simple to operate. Ideal for business, 
industry, education. 


The portable C.0.C. COMMUNICATOR combines 
rear view film strip projector, built-in screen 
and 4-speed phonograph in a small, attractive 
attache case. A versatile quality-engineered unit 
at most reasonable cost. 

e Handles up to 12” records (20 min. play at 3344 
rpm without turning records) « High gain amplifier 
for perfect quality & sound volume ” Large 8” x 6” 
patented Lenscreen for wide angle viewing « Pre- 
cision optics « One knob framing with click stops « 
Storage space for records, film strips, etc. « AC, 
110/120v « Overall 19” x 13” x 5%” « Abt. 15 Ibs. 


e Fully guaranteed ONLY $98.50 
. . « for those whe do not require sound: 


C.0.C. “EXAMINER” ONLY $59.50 


FILM STRIP PROJECTOR with built-in screen in handy 
luggage-type case—for effective visual presentations. 


- .. for economical 
slide demonstrations: 


COL fins, 
EXECUTIVE [it 


TSTORY+ 
PROFESSIONAL a 
PRESENTATIONS, 
— MADE EASY 
WITH THIS PROVEN 
SALES AID. 


35mm slides may be worked into an effective 
action-stimulating sales message. Projector, au- 
tomatic slide changer and screen in a small 
compact unit. Sets up in 3 seconds for group 
viewing in fully lighted room. Simple to handle, 
easy to carry. 


© Precision optics « Patented 8” x 8” Lenscreen for 
wide angie viewing « Holds up to 3 magazines (36 
slides ea.) for indiv. or’ sequence showing « Rugged 
aluminum unit « AC-DC, 100-125v. Only 6 ibs. 


$69.50 
Used by leading corporations & institutions! 
WRITE NOW egy —— literature & name of 


jailer nearest you! 
C:O-C 37-19 23rd Avenue 


INDUSTRIAL 128 Island City 5, NY 
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increase in G.N.P. is attributable to 
inflation, a solid two-thirds represents 
a real increase in physical goods and 
service purchasing. Against the 5% 
rise in gross national product, the con- 
sumer cost-of-living index is up 1.6% 
over last year's. 

The potential for further inflation 
rests principally on the re of ris- 
ing wage costs, along with the likeli- 
hood of easier credit and increased 
money availability. Higher wages and 
easy money appear logical ingredients 
of the drive (likely regardless of who 
wins the election) for more growth 
in the national economy. The Federal 
Reserve Board, in any case, has been 
active in expanding the money sup- 
ply by lowering the discount rate 
and reducing reserve requirements 
The nation’s large production capa- 
city and increasing output of goods 
throughout the world are being 
counted on, for the time being, to 
help restrain inflation 

Despite the fact that total con 
sumer outlays for all goods and 
services have been running at strong 
new highs, liquid assets of consumers 
have climbed to new heights. Con- 
sumers now have an estimated $589 
billion in savings reserves of various 
kinds. 


»> Consumer debts also are at new 
highs, but they are in logical propor- 
tion to liquid assets. The debts in- 
clude $140 billion in mortgage debt, 
$58 billion in consumer debt from 
installment and non-installment credit 
and $5 billion in securities loans 
for a total of $203 billion. 

That leaves a record high net 
equity of consumers at $386 billion, 
compared with $365 billion a year ago 
and $276 billion at the end of "50. 

Further reserve buying power 
comes from more than $400 billion 
owned by consumers in corporate 
securities, including preferred and 
common shares, bonds and notes and 
investment company shares. Added to 
consumers $386-billion net equity, 
this gives the public a liquid-asset 
total of $786 idien~sethe to 3-and- 
a-half times the total national retail 
sales in 1959! This is a vast reserve 
of buying power which can be tapped 
by the enterprising marketer of "60 
and ‘61. 

Working capital of the nation’s 
corporations exceeds $134 billion at 
present, an outstanding new high 
comparing with $128.8 billion at the 
end of ’59 and $81 billion in 50. The 
holdings of cash and equivalent in the 
country’s aggregate balance sheet of 
corporations exceeds $60 billion, also 
a new high. 

These high assets of American 
business are particularly encourag- 
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ing in eager times of — a 
corporate margins. Along wi 
easing mane rates, they will help to 
muster stronger sentiment for more 
plant and equipment spending. The 
sharp profit squeeze itself quad up 
the n ity for ter cost reduc- 
ion nat camel y involve 
the acquisition of more modern ma- 
chinery and plants. This need, as 
well as pressures from a oe ag 
prosperous population, appear likely 
to keep plant and equipment spend- 
ing—an important stimulant to the 
economy—at a high level 


> Heavier Government spending, too. 
will tax some of the current plant 
capacities, thus nurturing some ex- 

ion. Federal spending over the 
next 12 months could increase by 
some $4 to $5 billion, about equally 
divided between defense and non- 
defense programs. In fact, the drive 
for ems Goal promised by both 
leading national political parties, in- 
dicates that Federal spending gains 
could be even larger than this. Then, 
too, state and local municipal spend. 
ing must expand under constituent 
pressures, to the extent of at least a 
$3-billion increase over the next 12 
months, according to the 
consensus 

As to the economically stifling 
tendency of living off inventory, the 
board believes t a firm reversal 
of this situation lies ahead, inasmuch 
as inventories have been pared to 
bedrock in numerous instances and 
new orders are expected to take a 
substantial upturn in the fourth 
quarter. Easing money rates, too, will 
make the financing of new inventories 
less burdensome than in most of 1960 
to date. 

One of the major industries likely 
to lead the autumn upturn is con- 
struction. Even though new plant and 
equipment has not yet surpassed its 

ious peak, many segments of the 
building industry are in an all-time 
boom. Weakness in residential con- 
struction is the glaring exception, but 
here, too, definite improvement lies 
ahead. 

The board believes that the low 
point in the seasonally adjusted rate 
of housing starts was passed in the 
third quarter of '60. Moreover, the 
improving supply of funds for in- 
dividual home loans is expected to 
stimulate both the resale and the new 
home markets in the months ahead. 
Looking further ahead, there still ap- 
pe to be enough demand for new 

omes to support a recovery in hous- 
ing starts next year, provided that 
financing is readily available at rea- 
sonable terms, as now seems probable. 

(continued on page 44) 
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AMAZING SPECIAL 


terrifich WL iE i 


SUPER: 
MAGIC ° GREATEST 


Wondertul product 


TODAY NEW SBR 
ONLY BIGGEST 


How to be heard above the $11 billion roar! 


The sound and fury of $11 billion in advertising is Fact is, it’s seen 37% more times by the average 
being leveled at the housewife this year. And it’s reader than the same ad in the other big weekly. 
getting harder and harder for an advertiser tomake And it’s seen by better prospects, too. People with 
himself heard above this deafening roar. The solu- larger families — higher incomes. 

tion? Get the high-frequency medium. Get The So hear this: if the sound of cash register bells is 


Saturday Evening Post! nic: GMO music to your ears, try The Saturday 


Evening Post. It’s your number-one 
Your ad page in the Post gets more buy in high-frequency advertising! 


than just Cne Capcare pe reader— YOU GET THROUGH TO PEOPLE 
more than just one chance to sell. wee , dienese=n (INFLUENTIAL PEOPLE) IN THE POST 
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advertising 

page gain in 
Nation's Business 
Jan.—Oct. 1960 


Nation's Business 


~ oe 


You use Nation's Business 
to sell more of the 


nation’s businessmen 
@eeeeaeeseseee6ee20 


If your products are sold through 
retail food stores — 


WATCH 

YOUR MAIL + 

FOR THiS «! 
BOOK! 


A services } 
TIM™ 
> RETAIL ADVER 
CnEC RIM van sab thon | 


CROC ERY STORES 


4 portfole 


This 24-page book describes ACB serv- 
ices that help you in the control and 
better use of retail food store promo- 
tions. Discusses all 3 types of co-op 
advertising plans and non-plan as well. 
This book mailed Sept. 15 to all 
names on our lists. If we have missed 
you (or you think we might) send post- 
card and we will mail a copy immedi- 
ately. 
Advertising Checking Bureau, 
18 S. Michigan Ave., Chicago 3. 
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Another major industry—auto- 
mobiles—is expected to stimulate busi- 
ness generally through the fourth 
quarter and into "61. Interest in forth- 
coming models is reported to be run- 
ning exceptionally high, with special 
interest in the new compacts. True, 
margin of profit is not so large in 
these models and their purchase does 
create used-car problems resulting 
from trade-ins of sticky models. Even 
so, the over-all effect psychologically 
is good, with desires for change 
stimulated 

Uptrends in the large construction 
and auto industries are expected to 
swell the demand for steel, now in 
ventoried at an exceptionally low 
level from which the rebound could 
be considerable. 


> Growth in the newer industries has 
been especially pronounced in the last 
few years, including even 1958. Total 
research and development expendi 
tures, Government and private com 
bined, are now estimated at more 
than a $10-billion annual rate—over 
three times the 1950 rate. And, for 
61, the board expects research ex 
penditures to soar at least 10% over 
‘60. Impressively, the Census occupa 
tional classification of professional, 
technical and related is has be 
come the fastest-growing group in the 
working population. 

The population boom gives con 
stant support to the expansion of 
business. This nation now has a rex 
ord total of more than 181 million 
people, a figure which the Census 
Bureau once thought would not be 
achieved till the middle ’70’s. The 
increase in the past ten years ap- 
proximates 30 million, a vast addition 
to the U.S. market. 

Population growth alone is not nec- 
essarily the answer to prosperity — as 
shown in so many ple ome oe areas 
of the world. But, in an industrious 
and progressive nation such as the 
U.S., with its rising productivity and 
high prosperity, population growth 
means a great deal — more people 
with the money to buy the products 
that keep business activity high 

Impressive as these constructive 
factors are in surveying the prospects, 
there is, of course, another side to 
the picture, with a number of note 
worthy problems, but these are con 
sidered by the board to be distinctly 
outweighed by the preceding favor 
able factors 


World tensions and competition. 
The Soviets keep on pushing relent- 
lessly to spread Communism through- 
out the world. Our resistance means 
more foreign-aid spending, more finan- 
cial drain and the further building up 
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of the military (economically almost 
useless) machine. 

Then, too, as countries abroad be- 
come more industrialized and mod- 
ernized, the foreign competitive situa- 
tion is serious for some U.S. manu- 
facturers. Inflationary ures, gen- 
erated to a considerable extent by 
high wage costs, make it difficult for 
us to compete with imported goods 
here as well as om foreign ground 
There is no indication of a slowdown 
in rising wages here; perhaps the only 
thing which could (in theory) stop 
the spiral would be adoption of the 
controversial wage-price controls for 
the national economy 

In any case, many American com- 
panies are likely to move their pro- 
duction, in part, to overseas plants if 
our costs keep expanding. Some, in 
fact, have built and others are plan- 
ning to build in foreign countries sim- 
ply to escape advancing wage costs 
here. There is more worry that jobs 
here will be lost as a result. Counter- 
ing these developments, our export 
has been much stronger this year, in 
dicating some progress on the prob 
lem of foreign competition. Also, 
wages and salaries are now in a firm 
uptrend through most of our com 
petitive world, though still far below 
our standards 


Continued high rate of unemploy- 
ment. Some of this reflects the spirit 
of caution resulting from rolling eco- 
nomic readjustments in individual in- 
dustries. More, however, stems from 
persistent growth of the entire labor 
force and of automation and labor 
productivity. In view of this situa- 
tion, there may be a substantial core 
of unemployed for a long time ahead 
Weekly working hours are believed 
by some to be too high, and a few 
labor leaders are considering a count- 
erbalance with a push for shorter 
work weeks and more sharing of the 
work 

Meanwhile, unemployment com 
pensation is helping the buying power 
of the jobless worker. 


Large plant capacities. Industrial 
9 capacity, already at an all-time 
iigh, is scheduled to go substantially 
higher. Large imports are adding to 
a situation which — as some analysts 
contend—is resulting in overexpansion, 
excess competition and oversaturation 
of markets. The silver lining to this, 
of course, is the restraint that it places 
on inflation. Generally, it is felt that, 
with rising population and a con- 
stantly improving and growing mar- 
keting system in this country, the 
distribution of the large amounts of 
goods to a prospering population will 
be taken in stride. 
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' This is the ‘ spot ) for a commercial 


And these are the men who can pick the spots! 
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Election returns will be coming in—-and the vote’s for your 
product when you use their knowledge of their local mar- 
kets. They know local tastes in programs, products and 
listening habits—keep up-to-date on every segment of the 
Radio audiences their stations reach. 

They can come up fast with the kind of facts and figures 
you need to do a sound selling job for your product. Just 
call them to get the potent local Radio support that sells 


Du 


Edward Petry & Co., Inc. 


The Original Station 
Representatit c 


NEW YORK « CHICAGO ATLANTA + BOSTON + DALLAS + DETROIT + LOS ANGELES « SAN FRANCISCO - ST. LOUIS 
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Sales Management 


Ask yourself: Does your salesman do all this ? 
Does he make all the dealer calls he should ? 
Does he regard his calls simply as routine? 


Does his selling slow down or stop when the 
prospect becomes a customer? 


Does he educate the dealer's sales personnel ? 


Does he realize that keeping dealer-customers 
and developing them) is far more important than 
getting new ones? 


These are just a few questions you must ask — and 
answer — when you consider what your advertising 
to the dealer must do today to make up for 
inadequate personal selling. 


BUILD SALES NOW 


with this Giant Sales Force 
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too little time to do a full selling job ? 


That is a problem common to the thousands of salesmen 
calling on the lumber and building supply dealer. 
Most volume dealers today are bigger than they were 
even just a few years ago, much busier... and 
haven’t the time to devote to salesmen. 


This situation calls for the support of dominant, 
hard-hitting advertising that does get to him... in the 
one publication to which the busy dealer gives studied 
and responsive readership — Building Supply News! 


Specifically edited to the broad interests of lumber and 
building material’s BIGGEST SALES FORCE, 

BSN reaches the important buyers in dealer establishments 
who control 90% of all business in the market; 


builds a company image; tells your story as you want it 
told; helps your salesmen do a better job...in shorter time. 


ONE OF AMERICA’S GREAT MERCHANDISING PUBLICATIONS 


yt Supply News: 


A aroarrtcie «nema nt be ooure aoa AVENUE, CHICAGO. 3. i 
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Florence merits another look 


At first glance you see external beauty. Another look 


reveals the market personified —an energetic industrial-agricultural 


complex of 1,300,000 people- -people you can effectively reach 


through a single, exclusive-coverage medium: 


Owstw 


Florence, South Carolina 


Channel 8 « Maximum power «+ Maximum value 
Represented nationally by CBS TV Spot Sales 


A Jefferson Standard Station 
iffiliated with 


WBT and WBTY, Charlotte 


— SV 


PRICING 


help wanted: 
‘director of pricing’ 


FTC 


significant 
news and trends 


MARKETING NEWSLETTER 


Pricing problems—a marketing sore Spot in many industries— 
will now get full-time expert attention from a new "director of 
pricing" at Southern Bakeries. The big ($25-million sales) 
Atlanta-based firm recently hired Ray C. Norvell from his post 
as an FTC attorney-advisor to help Straighten out the guestion- 
able pricing situation it found itself in. 


This unusual action was triggered by an FIC complaint of price 
discrimination—specifically, of granting discriminatory vol- 
ume discounts. FIC charged that Southern Bakeries had handed cer- 
tain big restaurant chains discounts up to 10%; some retail food 
chains as much as 8%; but smaller discounts or none at all to 
other competing customers. .. . The firm denies the charges. 
It contends that any lower prices resulted from “meeting the 
market* in good faith; or reflected lower costs of manufacture, 
sale or delivery of big orders. 


That much—the FIC complaint and Southern's denial—is stand- 
ard. Today it can happen to any company. FIC has mastered the 
technigue of grinding out complaints of price discrimination 
—quickly, effectively, often with complete finality. (Check 
our feature on volume discounts, June 3, page 353.) 


What's different—and significant—is Southern's recruiting a 
"director of pricing" from the FIC staff after being hit with 
an FTC complaint. President Ogden A. Geilfuss told us that "this 
is a signal step forward not only for Southern Bakeries but also 
for the entire baking industry in the Southeast. The elimination 
of unlawful trade practices in this market will Save the industry 
millions of dollars." ... For Southern Bakeries, the appoint- 
ment of an antitrust expert as pricing director may be a little 
late, but still eminently wise. For other companies—particu- 
larly ones in sticky volume discount situations—it's something 
Geserving grave consideration. 


e FIC plans to step up its activities against false or misleading 
ads of foods, drugs, cosmetics. Chairman Kintner recently warned 
that FTC is "increasing its staff of attorneys, investigators 
and scientists assigned to this area of its activities." Even 
now, a quarter of FIC's investigations of deceptive practices 
are in the food-drug-cosmetic area. 


e FTC is heaving a book of encyclopaedia size at Encyclopaedia 
Britannica, Inc. FTC's 2-year-old case against Britannica, now 
almost off the press, adds up to front-page accusations of "using 
false price, savings, and limited-time-only claims to sell its 
Encyclopaedia or other books, services, or merchandise." In an 
initial decision, an FTC hearing examiner handed down this 
opinion. Britannica denies the charges, is appealing the de- 
cision to the full 5-man Commission. 
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— Sis NEWSLETTER (continued) 


MERGERS 


easy to swallow, 
but must be digested 


SECRECY 


will Census reports 
be used against business? 


ADVERTISING 


Democratic attacks 
now a campaign issue 


Mergers are easy to make—but, sooner or later, must be digested. 
Now Royal McBee is taking a big step in consolidating and de- 
centralizing its typewriter (Royal) and computer (McBee) sales 
operations. . .. Marketers may well take note. 


Royal McBee's new sales setup merges its office typewriter and 
data processing divisions, each of which had distinct field and 
headquarters sales organizations. Carl Davis, senior v-p of 
marketing, explains that the reorganization establishes four 
geographical divisions, each accountable for sales and earnings 
performance of all district sales offices in its region. Each 
division is responsible for marketing all products in the office 
typewriter (excluding portables) and data processing lines, 
and for all functions directly affecting customers, including 
service, sales accounting, credit. . .. Note: Inthe field sales 
setup, two of the four new regional managers have computer back- 
grounds; the other two, typewriter experience. Each assistant 
regional manager brings complementary experience in the other 
product line. But salesmen will continue to specialize, ineither 
computers or typewriters. 


Business’ confidential reports to Census are liable to be handed 
over to Government enforcement agencies for use against market- 
ers. The Supreme Court is being asked to decide the matter this 
fall. . . . Business has a big stake in the outcome. Reliability 
of Government data—much of which is invaluable to marketers— 
depends on the willingness of corporate managers to disclose 
trade secrets in return for a promise of no disclosure "for pur- 
poses of taxation, investigation, or regulation." Furthermore, 
some companies which have supplied confidential figures to 
Census might now find this same information used against them 
by FTC or another agency. 


The "trustbusters" are trying to erase this *confidential" stamp 
from Census reports. FTC and Justice Department have joined in 
the petition now before the Supreme Court. .. . Case to watch 
involves Beatrice Foods, which faced FIC anti-merger charges 
in '56 after acquiring 131 other concerns. FIC tried to subpoena 
a Beatrice report to Census. A district court ordered Beatrice 
to cough up. Beatrice appealed and won in the appeals court. Now 
FTC seeks a high court review. . . . The betting is that the 
Supreme Court will allow the appeals court ruling to stand by 
refusing to review the case. 


Postmaster General Summerfield recently lashed out at the 
Democratic convention’s "almost incredible, vitriolic attack 
on American marketing." He attacked those who claim that “ad- 
vertising is a leech in our economic bloodstream." ... FIC 
Chairman Kintner hit at those who would “stamp out ‘wasteful’ 
advertising." He added: "One with sufficient arrogance to go 
this far might also seek Government control and allocation of 


all resources and Government determination of wages, prices 
and what shall be produced." 


Sales Management October 7, 1960 


Kentile 
makes 


““Loox's home-builder marketing program—best 
of any magazine's in the consumer field — 
heiped seli Kentile Fioors last year to builders 
of 3,100 new homes with a total value of 
$54,000,000," reports Charies A. Neumann, 
Vice-President, Sales, Kentile, Inc. 


Kentile, Inc., leading manufacturer of resilient 
floor tile, has advertised continuously in Look 
for the past nine years. In 1960, Kentile® will in- 
vest more money in LOOK than ever before. Why? 

Explains Vice-President Neumann: “We re- 
gard our Kentile Floors marketing program in 
LOOK as one of our most effective and profitable 
selling devices, because we can trace many actual 


sales to it. Big, important sales.” 


But according to Mr. Neumann, LOOK’s mar- 
keting help is only the frosting on the sales cake. 
“We are primarily concerned,” he states, “with 
the effect of our ads on the consumers who read 
them. Here, too, LOOK is a leader. Again and 
again, our dealers tell us about customer re- 
quests for specific patterns of Kentile Floors 
right after those patterns are advertised in 
Look. And when your dealers like a magazine, 
it must be making sales.” 

In the past five years, LooK has gained more 
circulation and more advertising revenue and 
more advertising pages than any other magazine 
in its field. One reason for this unmatched growth 
is LOOK’s outstanding record in producing sales 
results. For Look means sales. 
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Why it is doubly important in 1961 
to sell the man in the middle 


The purchasing agent is the focal point of all industrial buying. 
Buying influences in management, design, production and main- 
tenance depend on his judgment for selection of the actual supplier. 
He alone decides how much business you will get. 

The P.A. is in the middle in two respects. All requisitions channel 
through him . . . making him the key man for you to sell. 

Second, he is in the middle of a current internal squeeze. Manage- 
ment is looking to the P.A. for new ways of effecting economies 
that will improve shrinking net profits. On the other hand, design 
and operating personnel will not permit savings that might impair 
product quality or efficient operation. 

Never before has the P.A. so desperately needed information 
that will help him in this dilemma. 

It is the dual function of PURCHASING Magazine to editorially 
blanket every one of his informational! needs and to bring him your 
informative product story. 

For 45 years, PURCHASING Magazine has filled these two 
needs with unquestioned success. It ranks near the top of all busi- 
ness papers in the number of advertising pages carried each year. 
And its authoritative editorial diet, richly illustrated and carefully 
balanced to meet the P.A.’s current needs, maintains high reader- 
ship and spurs outstanding reader action. 

Get the P.A.’s buying power in perspective ... get your 1961 
advertising program in balance now. . . with a regular schedule in 
PURCHASING Magazine. 

BONUS FOR 1961 ADVERTISERS: 3000 extra circulation 
in the important metalworking industries at no added cost! 


RCHASING 


MAGAZINE 
Sells the man who buys 


205 East 42nd Street, New York 17, N.Y 


GD A Conover-Mast publication [Edaa\ 
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STANLEY MARSHALL SORENSEN 


DYNAMARKETER 


Hammond Stirs Families 


By LAWRENCE M. HUGHES 
Senior Editor 


‘Anyone can learn to play ‘Home 
on the Range’ on our Chord 
organ in a half-hour; even I was 


ible to do it.” 
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to Play for Their Music 


Henry Ford | could be generous, with advice. When 
he ordered the first pipeless organ of the then Hammond 
Clock Co., in 1935, he urged: “You should sell organs at 
$300 . And don’t fall into the hands of those Eastern 
Bankers.” 

Seven years before, inventor Laurens Hammond had 
launched a one-man enterprise, with an original capital 
of $25,000. Burying himself in engineering and develop- 
ment work, he is said to have “left to one manager all the 
business and marketing problems.” Of course, by the time 
of Ford's comment, the manager had more manpower. 

Circumstances saw to it that the group who increasing], 
ran and built Hammond Organ Co., Chicago, did not fol- 
low either piece of Ford advice. Though prices have not 
been raised since 1951, and lower-price models have been 
idded, Hammond's “home” line of electric and electronic 
organs still ranges at retail from $895 to $4,000. (Ford 
paid $1,250 for his original Hammond organ.) 

And though President Stanley M. Sorensen has kept the 
company from the clutches of the Eastern Bankers, he 
still has plenty of reason to be sociable with the financial 
community. 

In talks before security analysts, Sorensen makes it 
clear that “I didn’t come in anticipation of financing”: 
Hammond needs no new stock issues or borrowed money. 
It has no funded debt. And even after paying out two- 
thirds of earnings in dividends, “we have plowed back 
sufficient total dollars to pay for expansion in cash.” 


> Twenty-seven percent of Hammond common is owned 
by investment, bank and pension trusts. (No holder has 
more than 5% of the company’s total.) The shares are 
listed on New York's Big Board, as well as the Midwest 
Stock Exchange, Chicago. One transfer agent for them is 
an especially formidable “Eastern Banker”—Morgan 
Guaranty Trust Co. of New York. And the biggest 
“broker,” Merrill Lynch, F & S, New York, tells its 
half-million clients that, among recreation stocks, Ham- 
mond Organ looks “relatively most attractive.” 

It so happens that the number of this one broker’s cus- 
tomers coincides with the total number of pipeless organs 
installed in American homes in a quarter-century. More 
than half of these are Hammond's. But such big com 
petitors as Wurlitzer, Baldwin, Conn and Lowrey are 
busy, too. One thing on which the whole industry agrees 
is; With only 1% penetration of some 50 million American 
homes, the potentials are enormous! 

How far they will get in an automated era when 
Americans seem to want to take their music (if at all) 
just a-settin’ back with their beer, is something else again 
No longer must little Johnnie or Janey practice before 
going on to happier pursuits. Even Steinway & Sons, 
through more than a century, has never sold more than 
$7.5 million of pianos in any single year. 

Yet for Hammond's fiscal vear ended last March 31, 


Stanley Sorensen could report a $9-million sales increase, 
to $35.8 million. Net profit climbed almost one-third, to 
$6.1 million, 17.1% of sales. 

The man is not unduly boastful of it. He tells SM: 
“We've done 16% or better for several years. One year 
we made 19%. If we keep on increasing sales, we'll hold 
our present profit ratio without price increases.” 

The pipeless, electric organ industry still is smaller 
than, say, dog food. But in the last year Americans agreed 
to put out a total of $110 million at retail for these in- 
struments. Of this amount, 400 Hammond dealers and 
100 Hammond studios (the latter in secondary markets 
and the peripheries of major markets) s an estimated 
$60 million. 

The words “agreed to put out,” above, are used ad- 
visedly. Families may buy a Hammond for as little as 
$25 — More than half of dealer sales currently are 
on time. (“Recoveries” are almost nil.) On its part, Ham- 
mond sells to dealers only for cash, and kee *ps, Sorensen 
says, a close grip on inventories. The fact that inventories 
as of last March 31 were valued at nearly double those of 
the year before suggests that canny, cautious Sorensen is 
convinced that many more Americans now want to “play.” 
Thus far in the new vear sales and profits have pushed 
rapidly ahead 

The man is modest about his own contributions. But 
in his five years as president he has introduced: (1) budget- 
ary controls; (2) organization and staff development; (3 
clearer de Bind of responsibilities, and (4) planning. For 
the first time, Hammond has come up with a 5-year pro- 
gram. (The 1965 sales target, excluding possible acquisi- 
tions, is $60 million.) 

If the president has a special job, it is planning. Heads 
of the several functions now get more and clearer author- 
ity. But in addition to approving their programs, Sorensen 
fits them into “policy.” 


> Until last May the company listed only three officers: 
Sorensen, John A. Volkober, secretary, and Robert H. Nel- 
son, treasurer. Then the group was expanded to nine. 
Volkober took on the additional title of executive vice 
president. Nelson (who also supervises corporate public 
relations) is now v-p and treasurer. Other vice presidents 
are in engineering, manufacturing, research; Harold C 
Lembke is v-p for marketing. 

“All of these functions were performed before,” Soren- 
sen explains. “But now we're recognizing the men who 
run them.” 

In 1928 Laurens Hammond pioneered electric clocks 
So many rivals moved in that, in the depression that fol- 
lowed, 150 of them failed. Within three years earnings of 
Hammond's clock company skidded from $577,348 to a 
loss of $136,176. Among economies enforced was the 
firing of four of the six office boys. One of the two sur- 
vivors was Stanley Sorensen (continued on p. 57) 
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Rises in Tulsa Sms =— 
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“Please stop saying ‘A-a-a-ah-h-h-h!’ when 
you drink your Cain’s coffee. You're teaching 
grandpa bad habits.” 

So wrote a little girl to KOTV’s local Helios, 
whose enthusiastic coffee breaking on ““Sun-Up” 
prompted the bit of sponsor identification quoted 
above. 

KOTV’s sun chariot rolls across the Tulsa sky 
every morning from 7 to 8. For half that time a 
long-established early morning network program 
tries to make a race of it on another channel 
but our program out-rates it two- or three-to- 
one. We think we know why. 

There’s the program's spontaneity. (If some- 
one goofs, corrections are made on camera. It’s 
not unusual for a cameraman to shout, ““What 
do we do next?” The audience usually sees the 
behind-the-scenes answer.) 

But the most significant reason for the pro- 
gram’s success is its happy blend of Jocal service 
and entertainment. It is indigenous. Without the 
unlimited budget of its network competitor, 
without the pick of the nation’s brain power or 
talent—although visiting national personalities 
frequently put in an appearance—“‘Sun-Up” is 
nevertheless fresh and informative. It does not 
offer the academic charm of national weather 
reports—it tells how to dress the kids this morn- 
ing. It presents conversation-making neighbors, 
not headline-making global celebrities. And, 
while it is important to keep up with world 
affairs—as “‘Sun-Up” does through newscasts— 
what the viewer really sees is a reflection of life 
in his own community 

“Sun-Up” interprets Corinthian’s basic pro- 
gramming philosophy. Through the unequalled 
CBS eye, we bring our viewers entertainment and 
information from the outstanding network. In 
addition, regional needs and tastes are met by cre- 
ative /ocal programming. This, we believe, builds 
audience loyalty, wins viewer respect, and helps 
make friendly prospects for our advertisers. 
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Responsibility in Broadcastin 


KOTV 
Tusa (H-R) 


KHOU-TV 
Houston (H-R) 


KXTV 
SaCRAMENTO(H-R) 


WANE-TV 
Fort Wayne (H-R) 


WISH-TV 
INDIANAPOLIS (H-R) 


WANE-AM 
Fort Wayne (H-R) 


WISH-AM 
INDIANAPOLIS (H-R) 


STANLEY MARSHALL SORENSEN 


(continued) 


DYNAMARKETER 


After graduation from a Chicago 
high school, 16-year-old Stanley was 
hired as office boy and all-asound 
factotum. For his 60- to 70-hour 
workweek he received $8. To over- 
come the clock debacle, Hammond 
had invented an electric bridge table. 
One of Stanley's duties was to deal 
2,000 hands—1,000 manually and 
1,000 electrically—to insure the de- 
vice’s accuracy and fairness. 

These tabulations (which pleased 
the founder and hel temporarily 
to save the company) may have led 
Sorensen toward the figure end of 
the business. He became, successively, 
head of accounting and assistant 
treasurer. In 1951, as a member of 
a new 3-man management committee, 
he got into closer and more continu- 
ous touch with marketing and over- 
all management problems. 

In 1953 he was made executive 
vice president and in 1955 he was 
elected president. 


> Sorensen’s own musical education, 
however, was confined primarily to 
one “fast, easy-lesson” course by mail. 
From this he learned: “(1) that mis- 
leading advertising boomerangs, and 
(2) that I wasn’t meant to be a 
musician.” 

Other key Hammond executives 
aren’t musicians either. But when the 
company and Sorensen boast that 
“anyone can learn to play ‘Home on 
the Range’ on our Chor organ in a 
half-hour,” they are not exaggerat- 
ing. Sorensen explains: “Even I did 
ay 

Within ten days of his first organ’s 
public debut in April 1935, Ham- 
mond was advertising it in musical 
magazines. This “new musical in- 
strument” was “built to conform to 
established pipe organ standards.” 

Demonstrations in which both in- 
struments were hidden sought to 
prove that the new organ’s tones com- 
pared favorably wit ipe organs 
costing 30 times as ll But when 
Hammond advertised an “infinite 
number of tones,” a Federal Trade 
Commission finding limited the claim 
to a mere 233 million tones. 

At an annual rate of “more than 
$1 million,” Sorensen says, the com- 
pany maintains consistent advertising 
(through Young & Rubicam, Chicago). 
“Consistency” means, among 
things, that it no longer takes a “sum- 
mer hiatus.” Though 35% of the 
dealers’ annual volume used to be 
done in the three months before 
Christmas, Hammond is helping them 


to “level up” the year-around. 

Sorensen reports “phenomenal re- 
sponse” to coupons. A_ current 
summertime double-page spread in 
Reader’s Digest offered “six organ 
lessons and 30-day home rental for 
only $25.” It added: “If you want to 
keep the Extravoice organ [priced at 
$895] the $25 is a down payment.” 

In that first year, the original 50 
dealers had no trouble selling all the 
1,400 organs that Hammond could 
produce. Only four of that group 
have left the fold. Today, the organs 
are sold by franchised music dealers 
bearing such famous names as Sher- 
man Clay, San Francisco, William 
Knabe, New York, Lyon & Healy, 
Chicago, and Grennell of Michigan. 

For 11 years Hammond has con- 
centrated primarily on the home 
market, where 90% of its organs are 
now used. But 40,000 of them have 
been installed in churches. 

In the last two years the company 
has doubled expenditures for research 
and development, Sorensen says. Last 
year Hammond introduced a reverb- 
eration unit on its organs. A small, 24- 
ounce version of it is now being sold, 
at about $6, to such makers of record 
players and radios as Zenith, Philco 
and Motorola. 


» Meanwhile, under Harold Lembke, 
the sales department and dealers are 
busier than ever pushing organs for 
family enjoyment and “togetherness” 
~and perhaps as status symbols. 

The company now sells in 60 
countries. These products are stand- 
ard “U.S.” types. The nearest ap- 
proach to “tailoring” was made in 
World War II, when Hammond put 
handles on organs used to entertain 
service men. 

Here, dealers drive up to pros- 
pects’ homes in gold-and-blue Volks- 
wagens, each bearing several organs 
for demonstration. At some 1,300 state 
and county fairs annually, they dis- 

lay Hammonds. When _neighbor- 
heal super markets and shopping 
centers are opened, Hammonds are 
on hand for demonstration and to 
give the new enterprises some “tone.” 
Schools and service clubs can count 
on Hammond's help for their events. 
And today, as always, music teachers 
are a primary promotional force. 

On a electronic organ (and 
Hammond makes both this and elec- 
tric types), one button may do the 
work of five fingers. But, Stanley 
Sorensen says, “real musicianship still 
takes skill.” # 
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Blueprints like these... 
moved a complete division 
from New York to Barberton... 


America's Most Recommended Mover 


@ Moving a complete division (office furniture and equipment . . . employee's 
household goods, too) is a pretty large order. 

But, Mayflower takes these kinds of jobs in stride. They have the special 
equipment and the trained movers to handle any size company move smoothly, 
efficiently and safely. 

Babcock & Wilcox selected Mayflower. Every phase of the move was blueprinted 
to speed placement of furniture and equipment in the new Barberton, Ohio plant. 
And, to eliminate the least interruption in business, the moving of all six floors of 
furniture was accomplished in three successive weekend shipments .. . using 61 
Mayflower vans. 

Whether you want to move an office or a complete headquarters—a Mayflower 
“blueprint move” saves time and money. Your agent will help you plan it right! 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
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Smith-Corona Challenges 
The Photocopy Heavyweights 


The office copier field is growing fast. But it’s littered with the 
remains of companies that have unsuccessfully tried to unseat 


the three giants who command the industry. Now, Smith-Corona 


Marchant thinks it can do the job. Here's why it’s so confident. 


When Smith-Corona Marchant en- 
tered the office photocopy field early 
this summer, it did so with two strikes 
already against it. 

The first strike was that virtually 
all of the market is tightly held by 
three photocopy giants: Minnesota 
Mining & Mfg. (Thermofax), half or a 
little better; American Photocopy 
Equipment Co. (APECO), about 
20%; and Eastman Kodak ( Verifax 
with another 20%. Currently, the 
share of the market left over is hun 
grily devoured by several lesser lights 
in the field. 

The second strike was no less im- 
pressive: Two of Smith-Corona’s chief 
competitors in the office equipment 
business (Royal McBee and Reming- 
ton Rand) have been notably unsuc- 
cessful in their attempts to crash the 
photocopy market. 

But in spite of the seemingly bad 
odds against it, Smith-Corona Mar- 
chant is confident that the new line 
will add to corporate profits almost 
immediately, and grab a “substantial 
share” of the market in 1961. The 
reasons for the company’s optimism 
can be separated into four brief 
points: market, manpower, product 
and pricing. 


> First, a look at the market. Even 
though three top companies now con- 
trol nearly all of the photocopy mar- 
ket, Smith-Corona Marchant feels 
there is plenty of room for its own 
growth in the field. 

One reason for Smith-Corona Mar- 
chant’s confidence is the rate at which 
the market itself is expanding and the 
growth potential that exists. 

This is how the company sees it: 
Sales of agggs en ( office- 
type only; commercial equipment, 
blueprint machines, etc., are not in- 
cluded) should reach $300 million b 
1961. It is estimated that sales will 


NEW ENTRY—This diffusion transfer 
copier is $-C’s bid for top markets. 


be 30% higher in 1960 than they were 
last year. A volume of a half-billion 
dollars a year is expected within a 
few years. 

Moreover, Smith-Corona estimates 
that there are over 10 million office 
typewriters in the U.S., and that at 
least one in every ten typewriters 
could be advantageously comple- 
mented with a photocopier. This rep- 
resents a total of a million photo- 
copiers under the present (and still 
growing) level of business office op- 
eration. It is probable that, to date, 
fewer than 200,000 copiers have been 
sold; this leaves 800,000 original sales 
vet to be made. 

Manpower, too, is on Smith- 
Coronas side. From the top to the 
bottom, Smith-Corona has assembled 
an organization of crack ee 
sales and marketing personnel. Leslie 
C. Overlock, vice president, market- 
ing, for Smith-Corona Marchant, was 
sales manager of American Photocopy 
until 1959, when he came over to 
head up sales for the fledgling Smith- 
Corona photocopy operation. Late 
last year = was promoted to his pres- 
ent position, and was succeeded as 
Photocopy’s national sales manager 


Sales Management 


by Roger Rush, another APECO 
alumnus. 

(Since Smith-Corona’s merger with 
Marchant and a subsequent corporate 
reorganization during the last two 
years, the parent company has been 
Smith-Corona Marchant. Within it is 
a Smith-Corona division; within this 
division are the company’s portable 
typewriter, office typewriter, office 
supplies, and now, photocopy, opera- 
tions. ) 

On the line level, Smith-Corona 
has established a separate photocopy 
sales force, completely staffed with 
salesmen of proved ability and photo- 
copy sales experience. This force, 
along with those from other product 
groups, operates out of nearly 300 
permanent Smith-Corona Marchant 
installations in primary (major) mar- 
ket areas. 

It is this specialized force that 
gives Marketing V-P Overlock much 
of his confidence. For the most part, 
Remington Rand and Royal simply 
added photocopy to the line of equip- 
ment already handled by an existing 
sales force, whereas Overlock chose 
to treat photocopy as a separate line. 
The reason: He felt that it would be 
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entirely too easy for a salesman, in- 
experienced in selling photocopy 
equipment, to treat it as a weak siste: 
to his more familiar (and often 
higher-price, larger-volume) line of 
office equipment. 

If so, it wasn’t likely that the sales- 
man would sell many machines, or 
learn much about the field. Nor 
would he ever acquire the knack of 
spotting those routine office proce- 
dures which are taken for granted by 
prospects but which are ideal situa- 
tions for the placement of time-saving 
photocopiers. 

The third factor in Smith-Corona’s 
yptimistic outlook is the product it- 
self. There are three models in the 
line: Vivicopy 9, 12, and 14. The 
number designations refer to the 
maximum width of paper each model 
will accommodate. Both the 12 and 
the 14 are designed to adjust to a 
wide variety of copying needs. The 
9, a basic model, is designed pri- 
marily to copy standard typed mate- 
rial on regular business stationery. 

Smith-Corona Marchant'’s sales ap- 
proach for all models is based on the 
departmentalization theory. This sim- 
ply means that the salesman mer- 
chandises the concept that photocopy 
machines are most economical and 
effective when made available for 
convenient use by a few closely lo- 
cated individuals. 

The original and traditional photo- 
copy concept was to have a separate 
room for a single photocopy machine. 
Such factors as the large size of the 
first copy machines, the handling 
(mixing and pouring) of chemical 
developer, and the need for a drilled, 
technically trained operator justified 
this procedure—even though the dis- 
tance to be traveled to the copier was 
time consuming and the machine 
often inadequate for the volume of 
copy work needed in the usual busi- 
ness routine. 

The desk-top design, simplified 
handling, and pricing of the Smith- 
Corona Marchant line are based on 
the concept that a small group of sec- 
retaries (or even one individual) can 
have their own copying machine 
placed in such a manner as to cause 
the least possible interruption in the 
normal clerical routine. 


> Pricing, too, adds to Smith- 
Corona’s strength. Together with 
product design, it is the basis for the 
company’s photocopy sales strategy. 
The Vivicopy 12 is the “big” machine 
in the line. It is priced at $269.50, 
and offers special features usually 
found only in those 12-in. machines 
priced over $300. For example, there 
is a throwaway refill unit that elimi- 
nates the need for direct contact with 
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chemicals, and an automatic feed and 
storage system which supplies the 
proper amount of developer to the 
processing system when the machine 
is started and then draws the excess 
back to the refill unit when the ma- 
chine is turned off, thus eliminating 
loss due to evaporation. 

Although there are 12-in. machines 
available at comparable _ prices, 
Smith-Corona has given its salesmen 
the selling advantage of the extra fea- 


tures. The 14-in. Vivicopy, however, 
is —— for special copying situa- 
tions that require a wide opening in 
the machine. Because it is more of 
a special copier, the company omitted 
some of the special features found on 
the 12 and competitively priced it at 
$289.50. 

The basic Vivicopy 9 is also com- 
petitively priced at $99.50. 

This low-price basic model, of 
course, gives the company a strong 


What Is Photocopy? 


Today competing companies in the office copier field sell not 
only competitive brands of copiers—but often entirely different 
concepts of copying as well. Some use the heat transfer principle; 
others operate on the diffusion transfer principle; still others use 
a dye transfer process. 

Currently almost every company in the field is attempting to 
engineer an ultimate desk-top dry process copier that works on 
an electrostatic principle. This process employs the use of a lens 
and mirror to electrostatically transfer an indirect image onto 
ordinary office paper. Reproduction quality is excellent and the 
process requires no messy chemicals or special papers. Haloid 
Xerox has pioneered in this field and now markets large, expen- 
sive electrostatic machines for large-volume copying. Current 
research in the field appears to be centered on reducing the size 
and cost of the machines so they will be practical for most small 
office copying jobs. Until these are perfected, the following will 
continue to be the three most widely used types of office copiers 


® Thermofax (Minnesota Mining) units operate on the heat 
transfer principle. This process uses heat sensitive paper rather 
thon light sensitive paper to make copies. A sheet of sensitized 
poper is placed on top of the original and both are exposed to 
an infra-red heat lamp. Dark spots—typed or written characters— 
absorb the heat and are copied on the copy paper. Most ink and 
pencil morks are sensitive to heat, and will show up on copies 
made by this process. Heat transfer is fast and produces com- 
pletely dry copies. No chemicals, but special paper is necessary 


® Both the Smith-Corona Marchant and APECO (American Pho- 
tocopy Company) copiers utilize the diffusion transfer process 
projecting the image of the original directly on a sensitized 
sheet of paper. The original and a negative sheet are placed face 
to face and exposed to light within the copier. Then the exposed 
negative and a positive copy are put face to face and run through 
a developer solution. The image is recorded on the negative, 
transferred to the positive, and the two sheets are peeled apart 
to obtain the copy. The process uses chemicals but results in 
legible, black and white, damp dry copies, which are permanent 


® Verifax (Kodak) units use the dye transfer process which is 
similar to the diffusion transfer principle except that a gelatin- 
coated matrix is used in place of the negative. The original is 
positioned face to face with light sensitive paper and exposed to 
light. The matrix is activated in a developer and the recorded 
image forms a dye. Finally the matrix and a sheet of regular 
paper are run through rollers, and the dye image is transferred 
to the paper. 
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California’s inland valley is like a state unto 
@ Actually total effective buying income of more itself. To cover this 3% billion dollar market 


than 3‘ billion. you need the three Bees, each the strong local 
@ Greater Food sales than each of 25 states. favorite in its part of the valley. 
Data Source: Sales Management’s 1960 Copyrighted Survey 


MoSCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES O'MARA & ORMSBEE 


McClatchy gives national advertisers three types of discounts 


. . » bulk, frequency and a combined bulk-frequency. Check O'Mara & Ormsbee for details. 
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selling point to small offices and also 
makes the concept of “a copier for 
every secretary” considerably easier 
to sell. But there is one other very 
when the occasion ae, important advantage to this low-price 

i machine: 

er As was noted above, Smith- 
| <a Corona’s special photocopy _ sales 
Ss force will be concentrated in the 
company’s 300 or so offices in primary 
market areas. In order to attract 
good, experienced men to this force, 


it was necessary that the backbone of 
calls for Mi OVI N G ae the line should be in the $250-$300 
4 price range of the full-featured ma- 
t hines 

But in secondary and tertiary har 
kets, where salesman penetration will 
be fairly low, the company will rel) 
on franchised dealers of Smith- 
Corona office equipment for photo- 
copy sales. Because these dealers are 
not experts in wang 4 sales, and 
because they do have the full line of 
office equipment to occupy their 
time, they can lean heavily on the 
price appeal of the $99.50 Vivicopy 
9. Of course, it is highly likely that 
in these markets the proportion of 
small photocopy users (for whom the 
9-in. machine would be most suit- 
able) will be considerably higher 

than in the primary market areas 
Smith-Corona likes to feel that its 
mix of models, prices and sales orga- 
nization gives it something of a com 
petitive advantage. For example, one 
of the biggest competitors, Eastman 
Kodak, also has the advantage of a 
low-price copier. But, as all models 
of the Eastman Verifax are sold pri 
marily through the company’s East 


call a man stores, Smith-Corona has the 

J ft d edge in direct selling of higher-price 
‘ani © lines. 

On the other hand, both APECO 


and Minnesota Mining rely on direct 


Being picked for promotion is always a happy occasion. 
And if a change of address comes with the change in title, selling (the latter throu = ‘eet 
United's “Pre-Planned” service will make your moving day of dh rad Th ions iceland 
a safer, easier, more pleasant occasion. You'll arrive on the ' = — C am hat i ‘ mm 
new job relaxed and rarin’ to go, because United handles mut Smith-Corona that its system 
all the details for you. of direct selling plus retail dealers 
From skillful UNI-PACKING of your possessions ...to on- gives the company more coverage of 
time delivery by SANITIZED* van... you'll get personalized, easy-to-neglect smaller accounts in 
courteous service other-than-first-class markets. ® 
Whether the occasion calls for a family move — or shipping 
delicate, high-value equipment via United’s special SAFE- 
GUARD service — call your United Agent today! He's listed 
under “MOVERS” in the Yellow Pages 


ay Regional Distribution 
* REG. U. S. PAT. OFF “ 


A Problem? 


The complete range of re- 


a gional market research prob- 
ijniteed lems can be tapped with the 
facilities of Market Statistics, 


Van Lines Inc., research consultants to 


a Sales Management. Write: 
~ a Market Statistics, 630 Third 
: Res ice WITH CARE EVERYWHERE® Ave., New York 17, N. Y. 
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INSIDE SOLID CINCINNATI: 


ok i iy 
ae 


"So you were listening when Harold said we Cincinnati Enquirer families 


have $600 a year more to spend than the average Cincinnati family.” 


-SOLID CINCINNATI READS THE CINCINNATI ENQUIRER 


nr Daily Enquirer families make more, need more, spend more. You're in 
v solid with them when you advertise in their newspaper . . . the Cincinnati 
Daily Enquirer. For more facts on the market-that-matters in Cincinnati, 
write the Cincinnati Enquirer for the latest Top Ten Brands survey. 


Represented by Moloney, Regan & Schmitt, Inc 
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Training future sales execs? 


Stress Leadership 


Universal Match’s new “leadership school” is aimed squarely at 
developing top-caliber field sales managers. But, in the week- 
long course, company execs expose policy, philosophy, methods 
to the students—while making no effort to teach “management.” 


One of the continuing and most 
pressing problems that chief sales 
execs must face in the years ahead is 
the development of top-caliber middle 
sales management. 

While most marketers take any of 
numerous standard “management- 
school” approaches to solve this prob- 
lem, one major company has come up 
with a successful “leadership school” 
as the answer. Universal Match Corp., 
headquartered in St. Louis, is relying 
heavily on this approach to develop 
middle management manpower 
needed for a complete field sales re- 
organization. 

Clayton Visnaw, sales manager of 
the company’s Match Division, de- 
scribes the situation in these terms: 
“We realized that age was rapidly 
catching up with us. We were in a 


growth situation, had to develop, but 
had no one to grow with.” 

Facing this problem—one common 
to many companies today—Universal 
Match organized its first “leadership 
school” with the following principal 
purposes: 

1. To backstop senior field sales 
managers who would require replace- 
ment in a few years. 

2. To develop additional sales man- 
agers to handle company growth. 

3. To upgrade the over-all level of 
sales management in the field. 


While it was called a school, had 
a curriculum, a faculty, a chancellor 
(President John L. Wilson), a dean 
(Executive V-P Robert R. Charles) 
and students, no effort was made to 
teach. Visnaw explains: “We exposed 


ambition .. . 


policy, philosophy, methods to stu- 
dents and observed their absorption, 
interest, reactions, and whether they 
understood and believed. 

“Actually,” Visnaw adds, “we were 
studying the students. They didn’t 
know about it, but every mannerism 
was being observed by experienced 
industrial psychologists. The students 
were told about it later.” 

As a faculty member and the man 
who drew the blueprints for the 
school, Visnaw set the theme in his 
opening remarks: 

“We consider it a duty of manage- 
ment to discover and to develop men 
who think big, work hard and have 
who take the long look 
and keep their spective . . . who 
build not only i eeden but for all 
the tomorrows to come.” 


A Concept of Leadership . . . by Universal Match 


“In setting up the curriculum, in naming the school, 
even before the course of study was fully outlined, 
Universal put emphasis on Leadership—not on man- 
agement but on leadership. 


“Because the most generic basis on which to predi- 
cate a study of Leadership in the Match Division of 
Universal Match is the position of the district man- 
ager, and because the district manager touches all 
phases of the division’s activities to some degree, the 
curriculum and all instructions are based on the theme 
and approach of a district manager. 


“Management is only an expression of Leadership 
Whosoever has the courage to seek the truth, faces 
facts unflinchingly, and possesses fortitude to make 


decisions he is a leader, regardless of his title 


“Invitations to attend this and future schools do not 
warrant anyone’s presupposing a promotion will auto- 
matically ensue. What it does imply is that the com- 
pany recognizes and appreciates qualities of leader- 
ship evidenced, and seeks to anticipate its future need 
for such leadership . . . in the same job, in the training 
of others on the job, or, when the need arises, in some 
other job—provided self-improvement has singled out 
an individual capable of further development in an- 
other job. 


“It is the purpose of the management of the com- 
pany to build an organization to feed the whole man, 
knowing that men do not work for money alone, but 
for recognition, appreciation and a feeling of belong- 
ing.” 
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ot Management 


Even before the school started, the 
class of 16, chosen from a field of 42, 
spent two days in individual and 
group interviews and psychological 
testing with two industrial psychol- 
ogists—Drs. Leroy Wouck and Ray 
Corsini of Daniel D. Howard Asso- 
ciates, a top consultant to industry 

The students, all of them top sell- 
ers, were chosen by an _ intricate 
process that included seven successive 
steps over a period of months, “bear- 
ing in mind that a high-producing 
salesman is not necessarily the best 
candidate for management.” Ages 
ranged from 25 to 52, with an aver- 
age of 36 


>» A complete, detailed analysis of 
each man was prepared as a result 
of these tests as well as observation 
in and out of the leadership school, 
written examinations, and a weighing 
of his record prior to the school. 

“We then determined how many 
jobs had to be filled in the three 
major categories (branches, districts 
and regions). From the list of 16 
prospects, we picked the man to fit 
the job,” Visnaw explains. Twelve of 
the men either will be or have been 
promoted to positions in field sales 
management. The others have dem- 
onstrated potential but will return to 
next years school after additional 
seasoning. The company had hoped 
to develop eight managers in this 
class and considers 12 an “exceptional 
achievement.” 


> Although Universal Match’s lead- 
ership school lasted but eight days, 
the educational process is still going 
on and producing results. Manage- 
ment is constantly observing the 
graduates and focusing its attention 
on ways to improve them 

This generally takes the form of 
enrollment in college for several 
courses — perhaps in personnel, gen- 
eral marketing or organization. 

“From what we know, we recom- 
mend that they take certain courses 
in local colleges at our expense. We 
provide the cost; they, the time. If 
we feel an individual has some weak 


spots, we are making him a stronget 
man through this extra development.” 

In some cases it’s necessary to 
broaden a man’s thinking, Visnaw be- 
lieves. “We teach men to become self- 
sufficient; we introduce middle man- 
agement to corporate thinking. | 
don’t have time to sit on the telephon« 
all day and listen to problems. A 
field sales manager must be equipped 
to make decisions within the realm of 
corporate policy when required.” 

Also in this vein, the “dean” of the 
leadership school, Executive \V-P 
Charles, declares: “When you come 
to management, come with a decision 
and not for a decision. Come in with 
a recoumendation based on facts 
and not generalities.” 

“We develop leaders through this 
program,” Visnaw beams. “We let 
them develop themselves on the basis 
that the job makes the man. We work 


on the idea that if a man stops grow- 
ing, he’s no longer of value to us.” 

These points were all emphasized 
in the formal curriculum of the lead- 
ership school. It was built around the 
district manager’s function and in- 
cluded a broad scope of subjects: 
organization of territories, district 
sales force, determining manpower 
requirements, hiring new men, pre- 
sales training, salesman-supervisor re- 
lationship, communications, motiva- 
tion, leadership, sales meetings, and 
evaluation of leadership. 


> Beyond the boundary of the regu- 
lar subjects, the faculty tried to in- 
culcate the students with an over-all, 
long-range vision. The development 
in this area included: 


1. Sharpening reading habits, in 


an effort to shorten and accelerate the 


YOUNG GRANDAD at 43, Clay- 
ton Visnaw joined Universal 
Match as o marketing consultant 
two years ago, rose to director 
of sales personne! and training 
in January 1959, and to acting 
sales manager, Match Division, 
in March 1960. 


Although not a joiner “be- 
cause | cannot do a decent job,” 
he belongs to St. Louis chapters 
of American Marketing Assn. and 
National Sales Executives. Clay 
Visnaw likes to work with boys 
as well as men, volunteers guid- 
ance for Catholic Youth Council 
ot parish level in fashionable 
Creve Coeur. He fancies himself 
a cook with such dishes as shish 
kebab and meat sauce, but turns 
his nose up at barbecuing, which 
he doesn’t consider an art. 


Visnaw started in the business 
world as an accountant with 
labor relations duties, then 
branched off into selling. He 
sold for Royal McBee in Detroit, 
Cleveland, St. Louis, 
then served as operations man- 
ager of a large investment bank- 
ing house before joining Univer- 
sal Match. 


Houston, 
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necessary lines of communications 


2. Broadening thinking in terms of 
marketing rather than sales. “We tried 
to teach the requirements of market- 
ing in a broad sense. This makes for 
a more effective sales manager,” 
Visnaw points out. 


3. Refining the ability to work with 
other people. “Is he liked? Or isn’t 
he? We don’t believe leadership is a 
popularity contest. Leadership, on 
the other hand, shouldn’t be aggravat- 
ing. The main thing is to get the job 
done. We have to see if the manager 
is compatible with people. 


‘Which comes first: the job or the 
man? If he puts the job first, then he 
has the proper foundation with which 
to approach the man. You must ap- 
peal to a salesman’s intelligence. Pure 
business 100% can’t appeal to in- 
telligence,” Visnaw believes. 

For example, he declares, the com- 
pany’s recent field reorganization and 
reduction of the size of sales ter- 
ritories is at best a sensitive problem. 
In many cases, this represents a sav- 
ings in effort and time, and results in 
a higher rate of return in the new 
territory. Yet, Visnaw notes, “you 
can’t arbitrarily whack a man’s ter- 


looking 


for a 


launching pad? 


Columbus, Ohio, is the place to get the 


grass-roots reaction to your new prod 


uct. 


Looked upon as one of the truly 


reliable test markets in the nation, Co 


lumbus 


recently was used by the 


Reader's Digest to get a cross-sectional 
view of that magazine's penetration of 
the nation as a whole. The Digest sur 
veyors found their figures matched al- 
most to the decimal on almast every 
“known” in their book 


You can take advantage of Colum- 
bus’ unique character as a test city, 
too. For complete facts on Test City, 
U.S.A. request your copy of the new 8- 
page Columbus Dispatch test market 
booklet. 


REPRESENTED NATIONALLY BY: 
O'Mara & Ormsbee, Inc. 
New York 


Chicage Detroit 


San Francisco Les Angeles 


Columbus Dispatch 


Evening and Sunday 


ritory without showing him the rea- 
son.” 

He cites the case of a man who 
joined the Match Division sales force 
because his previous boss “cut my 
territory and didn’t even tell me.” On 
the other hand, one salesman brooded 
for a long time because his territor\ 
was sliced “until he proved to him- 
self that this was done to benefit him 
as well as the company,” Visnaw 
adds. 

“He began to prove himself a lead 
er when the change made sense anc! 
he adapted himself to it. A salesman 
thinks in terms of management only 
when you display leadership to him 

“The man who knows the least 
about his territory is the salesman in 
it. It is a series of individual ac- 
counts. It's up to management to 
analyze and point out how it should 
be handled. Appeal to the man’s in- 
telligence, and invariably he will go 
along. 

“Some men making $12,500 are 
dying on the vine. Their territories 
are suffering because they are no 
longer prospecting. They are living 
off the territory they established as 
younger men, despite the fact that 
time and situations have changed 
They could be making twice that in 
come if they applied themselves with 
vigor, effort ba 4 knowledge.” 


> And Universal's Match Division is 
becoming more “class conscious” by 
providing more avenues for develop- 
ment of the intellect. In addition to 
the leadership school, which will be 
repeated me | year, there are sales 
seminars which will begin in a few 
weeks in New England and continue 
until the spring in the West. These 
traveling road shows feature “pro 
teachers” who know Universal's busi- 
ness and will be concerned with re- 
habilitation of older salesmen and 
further motivation of younger men 
There's also a 2-week basic selling 
course for novices. @ 


Sound Off... 


Much of Sales Management's 
editorial planning is ignited 
by subscribers themselves, 
through their letters-to-the- 
editors. We welcome not only 
your reaction to SM articles, 
but invite you to tell us what 
subjects you'd like to see us 


and j Columbus Citizen-Journal 


Morning tackle. 
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A) INTERNATIONAL PAPER -— The Ultimate Source 


New paper withstands 90% humidity for 360 hours 


(More packaging news from International Paper) 


Read how this new moneysaving kraft paper sand multiwalls. And with a coating about half 

withstood two weeks of constant high humidity. is thick as medium- and low-density sheets, you 
et equal if not greater, moisture-vapor pt 

To pr ec ul resistant quality f tection 

Internation iper new Hy-poly kraft, we Hy poly is available in both bleached and 

subjected \is severe test natural Gator-Hide, kraft and in our new 

The Hy-po g was filled with an extremely Gator-Hide Extensible Kraft 


hemical and steamed in 90% rela The constant deve lopme nt of new pac kaging 


hve 

tive humidity at 100° F. for 360 hours. (1 npro papers requires vast resources skilled craftsmen 

tected, under these conditions, the test chemical ind modern facilities. We have all three 

takes on 2% times its weight in water in about That is why International Paper can provide 

one hour.) When the bag was opened, 15 days you with the widest range of papers, boards and 

later, the crystals were as dry as sand packaging assistance in the industry. Call us o1 
New Hy-poly not only resists humidity, it contact your converter—he's probably been do- 


saves you money, too. From $2 to $16 per thou- ing business with us for years, 


) INTERNATIONAL PAPER New York 17, N.Y. 


Who drinks all the soft drinks? 


HARD PEOPLE, SOFT PEOPLE OR REAL PEOPLE? 


Pretty obvious, isn’t it? Real people drink all things do. Because consumers buy everything. 
the soft drinks, because there just aren’t any We specialize, too. Because we make adver- 
hard or soft people. But they are kind of fun to tising. But here’s the point. Advertising is a// 
think about, aren’t they? And they do help us we make. And advertising isn’t made out of 
make a point, because one hears so much about grapes or glass. It’s made out of ideas and 
hard and soft people in business. So-and-so is a English and Art. So we can’t be classified hard 
“soft goods man’”’ because he makes pop. And or soft, either. Not even as individuals. Why, 
somebody else is a “hard goods man’’ because one of our people has advertised cookware and 
he makes pop bottles. cookies with equal success! And right now, 
But consumers can’t be classified this way. he’s writing about tires! 
They don’t run around buying handfuls of So please don’t decide we're a “soft goods 
unbottled pop. Nor do they pick up cartons of agency’ or a “hard goods agency.”’ We're an ‘“‘ad- 
““empties’’ for the kids. Consumers don’t special- vertising agency.’’ And you can reach us by writ- 
ize, in other words, the way people who make ing President’s Office over our Detroit address. 


CAMPBELL- EWALD ADVERTISING ©: 


t HOLLY WOOD - SAN FRANCISCO: WASHINGTON ' DENVER ATLANTA’ DALLAS: KANSASCITY: CINCINNATI 


ANOTHER QUESTION: If you wanted to interest kids in castor oil, would you hire a man who 
knows all about castor oil, or one who also knows something about kids? 


AN EDITORIAL 


An Advertising Freedom at Stake 


Now is the time for all good businessmen to 
come to the aid of the marketing world by lend- 
ing active support to a vital legislative proposal 
in need of a pre-election push. 

In these final weeks before the November poll- 
ing, Senators and Representatives, and those who 
would replace them in Washington, are particu- 
larly receptive toward the views of constituents. 
At no time does a politician pay so much attention 
to the thinking of a voter as right now. 

The measure, which failed of enactment in the 
recent Congressional session, largely for lack of 
time, is known as the “Boggs bill.” It will be re- 
introduced early in the 87th Congress by Repre- 
sentative Hale Boggs (D., La.), and probably by 
others of both parties. (It had a handful of spon- 
sors in the 86th Congress.) It was unanimously 
reported by the House Ways and Means Com- 
mittee on July 1, 1960, and has the support of the 
Treasury Department and many business groups. 
It is considered to have an excellent chance of 
passage in 1961 if businessmen make their senti- 
ments known to the lawmakers. 


> The Boggs bill (H.R. 7123) deals with the tax 
deductibility of business expenses. Therefore, 
every businessman has a stake in its passage. 
Among other things, it would clarify the deducti- 
bility of trade association dues. Since it would be 
hard to find any company that does not maintain 
at least one association membership, there can be 
no doubt of the self-interest of every businessman. 

Marketers have a special interest because pass- 
age of the bill would take away from the Internal 
Revenue Service its present power to serve as a 
censor of advertising. (See “Business Fights to 
Remove ‘Ad Censorship by Taxation,” SM, 
1/1/60.) 

As reported out of committee in the House, the 
Boggs measure provides that “no expense which 
otherwise qualifies as a deduction . . . (including 
but not limited to dues and other amounts paid 
to any organization) shall be disallowed as a de- 


duction merely because paid or incurred to sup- 


port or oppose or otherwise influence action by 
the Congress or by any legislative body of a state, 
a possession of the United States, the District of 
Columbia, or any political subdivision of the fore- 
going, with respect to any legislative or constitu- 
tional proposal, or to support or oppose or other- 
wise influence action of the voters with respect to 
any legislative or constitutional proposal sub- 
mitted or proposed to be submitted to the voters 
by initiative, referendum, or similar proceeding.” 

What has all this got to do with advertising? 

The word “advertising” never appears in the 
text. Nevertheless, the Boggs bill would overrule 
present regulations of IRS which not only apply 
specifically to advertising but outlaw as non-de- 
ductible those ads considered to be of a lobbying 
nature. 


> Nor is the problem of ad costs limited to their 
tax status, as the utility industry has discovered. 
Not long ago the Federal Power Commission ruled 
that costs of an institutional advertising campaign 
by the Electric Companies Advertising Program 
must be considered as non-operating expenses—to 
be paid for from profits and not from costs figured 
in the rate base granted the utilities. 

This FPC stand was patterned after the IRS 
deductibility position involving the same adver- 
tiser. The Boggs bill would not directly affect 
FPC edicts since it would amend only the tax 
laws, but passage of the Boggs bill would be at 
least a long step toward reversing such anti-ad- 
vertising rulings as that handed down by FPC. 

So when your Senator or Representative knocks 
on your door in quest of your vote, let him know 
the Boggs bill is important to your business and 
that you would like him to support it. 

Tell him you would like to report to your trade 
association that he will work for its passage in 
1961. Tell him this is a non-partisan matter al- 
ready unanimously approved by the House Ways 
and Means Committee. Suggest that he check on 
the matter when he gets back to Washington and 
write you about it. 
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best 
brams 


you can buy 


on promotion problems 


IMMODEST? Maybe. But when you’re looking for counsel and 
creative help on direct mail and sales promotion problems you want 
a firm with enough experience, and enough success, to have full 

lence in itself. 

Dickie-Raymond has 39 years’ experience exclusively in direct 
mail advertising and sales promotion. This means that we can usually 
answer your problems better because we’ve grappled with similar 
problems plenty of times before. 

We also have the largest creative staff in the business a combi- 
nation of sage minds and young spirited souls that is responsible for 
promotional material, and results, that command attention and 
respect. In hiring Dickie-Raymond you acquire the full-time services 
of this staff — with none of the headaches, the expensive fringe costs, 
of building an internal staff. You know what you are getting you 
know exactly what it will cost. 

On top of all this, we serve some of the proudest names in American 
business — people who know what they want, know what they’re 
getting. It’s entirely possible that the things they find of value could 
be worth a great deal to you, too. Yet the cost of this service is ex- 
tremely low. 


‘ ° ’ , . 

Still think we're talking big? If we could spend a few 
minutes in meeting, you’d be in a good position to judge for yourself. 
There’s certainly no obligation 


Serving Leaders in American Business 


AEtna Life General Time — Stromberg 
Air Express 
American Airlines 


Railway Express 

Hertz Corporation Recordak 

International Silver Sheraton Hotels 
American Sisalkraft Masury - Young Sylvania Electric 

Comm. of Puerto Rico New York Stock Exchange Tax Research Institute 
BiF Pan American World Airways United Business Service 
Eastman Kodak — Industrial Pitney -Bowes United States Envelope 
Factory Mutual Plymouth Cordage Wall Street Journal 

G-E Air Conditioning Potter Drug — Cuticura Zippo Lighters 


DICKIE-RAYMOND 


SALES PROMOTION COUNSEL + DIRECT MAIL ADVERTISING 
470 Atlantic Ave., Boston 10 HAncock 6-3360 
225 Pork Ave., New York 17 MuUrroy Hill 6-2280 


Sales Management October 7, 1960 


Translations from 
The Salesman 


Memo: 

I have been cultivating the 
chasing *gent and have discovered he 
is greatly interested in horse racing 

Translation: 

Expect to be tabbed for our trip to 


Belmont. 


Memo: 

This will acknowledge receipt of 
Field Selling Manual #5, which I 
have put to immediate use. 

Translation: 

It went into the ashean like the 
other four. 


Memo: 

I have a feeling my efforts are not 
fully appreciated and that my own 
best interests might be better served 
if I should seek a new connection 

Translation: 

Match my new offer or else. 


Memo: 

I have touched all the bases at 
Superior Products Company over a 
6-month period and am confident that 
mv missionarv work will lead to orders 
before long 

Translation: 

I haven't gotten to first base and 
never will. 


Memo: 

Our evening together at the Cafe 
Rouge was a memorable highlight of 
the Silver Anniversary Convention 

Translation: 

Don't forget that blonde is my wife. 


Memo 

Dear Boss: I want to assure vou 
that I have not disturbed the contents 
of the enclosed briefcase bearing vour 
initials, which I found in my car after 
our evening together 

Translation: 

I've got the goods on you at last. 


Memo: 

Please tell Vice President Jones 
that I find his theories completely un 
workable and that I will pay no atten- 
tion to his memos in the future. 

Translation: 

I've landed a new job. 


Memo: 

Catalog item XL23 has many ap- 
mani features which should interest 
puvers of quality merchandise. 

Translation: 

Howinthehell do you expect me to 
sell such high-priced junk? 


Memo: 

Your recent visit to this office has 
stimulated my sales planning in nu- 
merous directions, and I am sure I 
will benefit from your sound advice. 

Translation: 

Now will you leave me alone. 


Only Bell & Howell could solve this 


on-the-go training program for one 
of world’s largest direct sales forces! 


Problem: To train new Field Enterprises representatives in the best way to sell the World Book Encyclopedia. 


Step 1: At this Chicago meeting of 1,400 Field Sales Managers, 
Bell & Howell's Audio-Visual service helped Field manage 
ment sell the idea of using a special film training program 


Then, in individual sessions, Bell & Howell worked with 
Field managers to determine the correct sound projectors 
for their needs and set up purchase or rental plans 


bei 
Step 2: In hotel rooms, homes, offices — wherever “on-the-go” 
Field Sales Managers could be contacted—local Bell & Howell 
Audio-Visual Representatives followed up after the delivery of 


the Filmosound Projectors and gave instruction in their use 
Only Bell & Howell, with the largest nationwide Audio-Visual 
network, has the manpower and coverage for such a job 


The power of Bell & Howell Audio- se 
Visual Service can work for you, too. 


r- 

Bell & Howell 

' 

i Gentlemen: Please send me free booklet on the + 
Let us show you how. } 

! 

i 

' 

! 

! 

! 

1 

i 

' 


7190 McCormick Road, Chicago 45, Illinois 


films, in sales promotion and training 
NAME 
FINER PRODUCTS THROUGH IMAGINATION ; 


COMPANY 


ADDRESS 


)} Bell & Howell 


CITY a ZONE.......STATE —.—... 
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You can’t hitch-hike into Canada 


No advertiser can hope to make a real impres- 
sion on the widespread market of Canada by 
depending on the overflow from U.S. media. 
Canada is much too big a market and has 
much too big a sales potential for you to try 
and hitch-hike your way into it. 


It takes the power of a big Canadian publica- 
tion to sell Canadians in a big way. 


In Canada, Weekend Magazine with its French 
language edition Perspectives reaches 4 out of 
10 of all the homes across the country. To get 
the equivalent coverage in the United States 
you would have to buy the combined circula- 
tion of Life, Look, Saturday Evening Post. . . 
and more! This gives you a good idea of how 
Weekend Magazine/Perspectives blankets the 
Canadian market. 


As the weekend rotogravure section of 35 
leading newspapers, Weekend Magazine with 
its French language edition Perspectives 
reaches the people in more than 1,880,000 
homes every week from coast to coast. Last 
year advertisers invested twice as much moncy 
in Weekend Magazine,Perspectives than in 
any other magazine in Canada. 


Do a real selling job in Canada! Reach people 
of all ages, of all income groups . . . the people 
who buy the homes, the automobiles, the 
insurance, the detergents, the cake mixes and 
the candy bars—and sell them with the power 
of the printed word through the pages of 
Weekend Magazine and its French language 
edition Perspectives. 


Represented in the U.S.A. by O'Mara & Ormsbee—New 
York, Chicago, Detroit, San Francisco and Los Angeles. 


Weekend 


MAGAZINE 


The biggest single 


AND ITS FRENCH LANGUAGE [DITION 


Perspectives 


selling force in Canada 
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Its Back Against the Wall . 


Electric Autolite 


Early in the fall of 1957, Electric 
Autolite management shared some 
bitter news with its Toledo employees 
the Chrvsler Corp., accounting for 
85% of the volume of EA's 5-plant 
Toledo works, would not renew its 
contract, scheduled to expire on July 
1, 1960. The mammoth auto maker 
had decided to produce its own 
starting and _ ignition components 
until then traditionally accounting for 
ll% to 15 of Electric Autolite’s 
total « porate volume 

It was bad news and the implica 
tions were grave. With a manage 
ment philosophy historically centered 
upon, oriented to, and suspended 
from, the Chrysler image, it was not 
likely that the group would suddenly 
challenge the rock-like position of 
GM's Delco Division—a new-found 
archrival and igmition industry leader, 
from which EA's electrical products 
group had long been effectively in 
sulated. In short, the group watched 


helplessly as its egg-filled basket not 


milv crashed to the floor, but vanished 


‘ mpletely! 

> Virtually a man without a customer 
J. J. Bohmrich, vice president in 
harge of the electric al products 
u p, had to make a basic decision 
in Toledo headquarte rs: “Whether to 
sttav in the market at all, or surrender 
it to th competition Obviously, we 
were not willing to give up 

“Our first and most important job 
was to replace is much as possible 
of the lost volume in the shortest 
possible tine Now ¢ course it 
would have to come from a brand 
new kind of short-run customer—from 
hundreds of them, in fact.” 

Basically, the electrical products 
group's relationship to Chrvsler was 
that of a large custom iob shop When 
the auto maker redesigned, EA 
iltered production lines according] 
Products included condensers, dis 
tributors generators, starters and 
voltage regulators. There were few 
short runs, but, instead, the longest 
kind of long runs—fine and profitable 
while thev lasted, but death to a 
company about to be short-circuited 
into a freely competing market 

When the hammer fell, many facts 
came in loud and clear. The group 


Learns to Compete 


UP AGAINST IT, with the loss of one customer (and 85% of his group’s volume), 
J. J. Bohmrich, v-p, electrical products, moved fast to put group back in competition. 
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What every buyer of 
newspaper space 


should know... 


MONTGOMERY 
ALABAMA 
population 


2% 


City Population Now 


133,874 


County Population Now 


168,525 


Are your sales 
quotas and space 
schedule now in line? 


if not, call 
Kelly-Smith Co 


VERAGE 


A ALABAMA MARK 


Paaaidomery Advertionl 
go JOURNAT 
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ibit Nov. 1-2-3 
-) NewYork 


Copywriting Studio 
Confidential Work 
te your stattet nol 
° 
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had no sales force whatsoever; in the 
Chrysler embrace aggressive outside 
marketing simply was not required. 
Autolite’s electrical products group 
had no line of products which it was 
prepared to sell on a regular basis, 
no catalogue of parts, not one piece 
of promotional literature, not even a 
mock-up of an advertisement directed 
toward the sale of any automotive 
electrical equipment to OEM ac- 


counts 


> In this pitiful posture, then, the 
electrical products group of Electric 
Autolite Co. faced Fortress Delco, 
GM division drawing heavily for its 
top industry position from its own 
sister divisions 

“After our initial decision to stay 
in,” adds Bohmrich, “we set out to 
make a place for ourselves in the 
electrical market, but this time as an 
independent. The customer base would 
have to be broadened tremendously 
We all knew that we would have to 
woo the short-run, the small-order 
customers again 

“The company wished to prevent 
another sudden loss in profits and 
volume such as that occasioned by 
the Chrysler departure 

“The first step,” 


to set up a national sales group with 
12 


he continues, “was 


sales districts. These were sup 
ported by an expanded sales and en 
gineering group. This meant, of 
course, that, for the first time, the 
group was operating through a well- 
organized field sales force backed up 
by resident application engineers in 
Minnesota, lowa, Wisconsin, Illinois 
New York and California. Previously 
all of this tvpe of work had been 
done in Detroit and Toledo. Incident- 
geographical spread of 
these territories is due to the location 
of engine manufacturers and engine 
users, our prime sales prospects 

“Our image, from the prospect's 
view, was a mixed one. We were 
known to have ample engine produc- 
tion facilities. Our long life and 
quality factors were respected as well 
What was also very well known was 
the fact that we lacked any semblance 
of an aggressive sales approach, pre- 
ferring to pay attention to ‘our’ 
Chrysler long-run business. In addi 
tion, we certainly were not in any 
way competitive price-wise, because 
of the long-run orientation under 
which we had operated for many 
years 

Bohmrich quickly sparked a cost 
reduction program throughout the 
electrical products group. The cam 
paign caught fire and hundreds of 
thousands of dollars were 
matter of months. 
“Then,” he continues, “we began 


saved ima 


1960 


work on the standardization and inter- 
changeability of our parts to better 
equip us for short-run business. We 
start had to be able to effect quick 
changeovers. Here, of course, our 
manufacturing people were striving 
to keep up with a revitalized - sales 
force 

“Within a year, we were quoting 
competitively. We followed up with 
carefully prepared catalogues of 
fractional horsepower motors, coils, 
distributors, regulators and genera 
tors. Finally we prepared, literally, 
reams of needed + aver data. 

“Then we found that our success- 
ful cost-reduction program had gained 
some recognition among our pros- 
pects, so we made our experience 
available to anvone who wished it.” 

By this time the group was pre 
paring and scheduling trade adver 
tisements for its starting and ignition 
products in a variety of trade publi 
cations serving those industries in 
which Autolite hoped to sell its 
products. These included marine, air 
craft, farm equipment and diesel 
publications 


& Unfortunately, Electric Autolite’s 
electrical-type system of selling is not 
the most conducive to the quick 
sale. It usually takes 18 to 36 months 
to close a sale. The two big road- 
blocks are testing and the financial 
aspects of re-tooling. A regulator, for 
instance, must be tested under everv 
kind of road condition, and that can 
mean months in Alaska and Arizona 
This kind of a test-engineering in 
vestment on the part of the customer 
must be the result of an extremely 
vigorous selling effort 

“As an example of what the new, 
and much broader, business push is 
costing us,” says Bohmrich, “during 
the calendar vear of 1959 alone, the 
cost of samples produced in the hope 
of getting the business exe eeded 
$700,000. And, mind you, this is just 
for samples! Today we have major 
testing programs involving our prod- 
California to 
Massachusetts. This includes potential 
customers in the aircraft, marine, auto, 
farm and diesel motor fields. Now 
were even doing golf cart ignition 
business as well as working with the 
new air cars being developed 

“By the beginning of 1960 the new 
sales push for more customers had 
progressed to the point where each 
sales district operated on its own profit 
and loss basis. We made sure that our 
district managers were interested in 
gross margins and net profits as well 
as dollar sales, and that was the way 
to do it.” 

Since Autolite jumped into com- 
petitive currents, its very active par- 


ucts going on from 


ao to be 


the big 


‘st account 


in your agency 


One of the questions we run into often when we 
talk with prospects is—“isn’t our account so small 
we’re likely to get lost in the shuffle?” 
that effect. 


—or words to 


This is a valid, understandable concern. 

No advertising manager likes to feel that his 
account might be considered small pickings and 
might, for that reason, not be getting its fair share 
of servic c. 

Of course, an account with less money to spend 
cannot reasonably expect to rec cive the same amount 


of service as one with considerably more money in 
its budget. 


But there is a vast difference between amount of 
service and quality of service. 

And the larger budget doesn’t necessarily insure 
the better quality of service—no more than paying 
$30 a yard for fabric is any guarantee the suit will fit. 

Conversely, a smaller budget need not (and should 
not) necessarily receive inferior service. 

What, then, does determine quality of service? 

Aside from such obvious agency qualifications 
as experience, creative competence, depth of man- 
power and facilities—the answer can be found 1 
the kind of relationship which exists between client 
and agency. 

We've found that when client and agency get 
along as partners, the relationship is bound to be a 
mutually rewarding one. 

For the agency—this means a sincere desire to 
work for the client as if it were actually a part of 
the company—an extension of the client’s market- 
ing arm, as it were, rather than an outside supplier 
of copy and layouts. It implies a genuine interest 
in the client’s welfare. 

For the client—it means a willingness to accept 
the agency as a full member of the corporate team 
with implicit trust in its competence, discretion 
and loyalty. 

The net result of this mutual cooperation is a 
maximum return on your advertising dollar. 

With each of our accounts at Marsteller-Rickard, 
both large and small, we try to earn the right to 
have a fine, close-working relationship. 

In terms of quality of service, our smallest account 
is as big as our biggest. 


Marsteller, Kickard, 
G ebhardt a (eed, Tne: 


aor eta Se 


NEW YORK « PITTSBURGH «+ CHICAGO + TORONTO 
AF \ res 
RELATIONS © BURSON-MARSTELLER ASSOCIATES. IN 


MARKETING COUNSEL © MARSTELLER RESEARCH N 
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Actual Size 


Here is the new 


PREMIUM 
GIFT 


with UNIVERSAL 
APPEAL! 


pPenKnife 


Has the looks and 
feel of a sleek pen... 
and the function of 
a surgically-sharp 
knife. And when a 
fresh blade is needed, 
simply slip a new one 
in the exclusive blade 
chuck. The cost? 
Less than a good 
Christmas card! 


SEE-THRU CAP reveals the 
blade. No mistaking the 
X-acto knife for anything but 
a knife. Handsomely made 
. . 4 credit to any company 
using it as a premium or 


Shown gift. Indiv. Boxed. 


eet cates 


X-acto, inc. i 
48-410 Van Dam St., Long Island City 1, N. Y 
Send me quantity prices 
and samples CO 


Send me free catalog of 
premium & gift line. [ 


Name 


Address 


——————S 


if you wish to make a good impres- 
sion with secretaries, artists, drafts- 
men, architects, engineers, printers, 
coupon clippers, bankers, insurance 
people, librarians, do-it-yourselfers . 
give an X-acto Pen-Knife. 
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ticipation has acted to bring down 
prices, not only of its own products, 
but of those of the entire industry 
as well. As usual, the customer has 
benefited by aggressive competition. 
Bohmrich delights in using the 
term “primary concern” when speak- 
ing of the electrical group’s concern 
and devotion to a marine motor manu- 
facturer or a tractor engine producer. 
“Yes, we can say that that marine 
motor maker is our primary concern 
we have nothing else that can lay 
first claim on our engineering, sales 
and production capacity. Obviously 
our largest competitor cannot claim 
equal detachment, because of | its 
primary corporate tie 
As for market research, Bohmrich 
was lucky. “I know it,” he 
“Our market was easv to 
since it is so highly 
limited. There are only 


adds 
appraise 
vertical and 
sO manv en 
gine manufacturers and users. Evalua 


ion in terms of potential was rela 


tively easy 

The vital cost which 
aided Autolite so materially in ap 
proaching a competitive position was 
reached only through excellent union 
and emplovee cooperation. Bohmrich 
himself led an important education 
program by personally speaking to 
thousands of employees, in groups of 
40 or less. At such times he would 
explain the dire consequences should 
Autolite fail in its bid to regain cus- 
tomer volume to replace the Chrysler 


reduction 


exit. Generallv, he received the co- 


operation he wanted 


- Finally 


costs in the electrical group's Toledo 


. however, basic production 


plant made it impossible to manu- 
a competitive basis. A 
decision was made to relocate the 
and Decatur, Ala.., 
lected as the site 


facture on 
facilities was se- 
Bohmrich points 
to the fact that even the physical 
dimensions of the old buildings, as 
well as the basic layout of the pro- 
duction sequence, worked against the 
new short-run business the company 
was seeking. It was decided to re- 
design the operation to best accom- 
such and, shortly 
thereafter, the move was made. 

“And let me add,” says Bohmrich, 
“that we would never have been able 
to undertake the move, with all of its 
attendant expense, if the new sales 
program, begun in 1958, had not con- 
firmed our belief that we could find 
a place in the electrical system market 
as an independent.” 

In frank answers to SM’s questions, 
Bohmrich says, “No, we have not suc- 
ceeded in replacing all of the volume 
of business lost by the Chrysler move 
Actually, as you probably have 
imagined, the Chrysler switchover to 


modate business 


1960 


its own production cycle was planned 
out in phases and will not be com- 
pleted until the summer of 1961. 

“Understandably, this provides us 
with a slight cushion in realigning 
our own operation. We are still pro- 
ducing part of Chrysler's ignition 
needs. 

“We do believe, let me add, that 
we can ultimately return to that level, 
but it will be two or three vears 
from now. The main thing is that we 
have completely revamped our think- 
ing and are making significant pro- 
gress towards a new goal. And the 
new business will be of a much differ- 
ent, and definitelv healthier, charac- 
ter. We'll be serving literally hun 
dreds of customers, instead of one, 
two or three 

“As vou can imagine,” he continues, 
battle 
manutacturing 


“the salesmen have a steady 
with production and 
over the need to cater to small-order 
people We had to change our philos 
ophy of business, and the fight is still 


‘ ’ 
going on 


> The next ste p was to reorganize the 
administration of the electrical prod 
ucts group. This was accomplished by 
setting it up along a product-line basis, 
with specific people charged with re 
sponsibilities within their product 
groups “I doubt that we could have 
accomplished as much as we have 
without the product-line concept It 
is this intimate rapport and coopera 
tion between Engineering and Sales 
that is providing the impetus we re 
In fact, on a typi al testing 
program with a new 
often difficult to tell where Sales 
efforts leave off and Engineering's 
begin. What we have now is a vital 
unitv of objective that vou can't beat.” 

The group's new sales force oper 


quire 
customer, its 


ates under a trving chain of com 
mand when it comes to a final pur 
“After 
fied the customer's engineering people 
and subsequently offered a realistic 
cost figure, we then must subject our 
selves to management's appraisal of 
us as a reliable source of supply. In 
other words, will we be the kind of 
supplier that will keep its client com 
pany up to date with the latest de 
velopments in our field? We're con 
vincing a lot of them that the answer 
is ‘yes. ” 

EA’s biggest weakness during the 
old days—being virtually a one-cus 
tomer supplier— is giving rise to the 
companys major strength: a keen 
determination, born of experience, to 
sell the broadest segment of a grow- 
ing market. 

And for Bohmrich and Electric 
Autolite, the second chance is right 
on schedule. @ RAK 


hasing decision weve satis 


This typical downtown 
store scene offers visual 
evidence of the vigorous 
tempo of current retail 
business in Kalamazoo. 


Even as the picture at left was being taken, men were working on a third 
block of Kalamazoo’s shopping mall (behind camera), which will be 
opened this fall. 


(feaSs (CONS on Kalamazoo's busiest 
shopping street—but not in its store aisles! 


Kalamazoo's permanent shopping mall in the 


fact that Kalamazoo County has the highest 
downtown business district is but one facet 


per capita retail sales of all the 47 populous 


of a long range revitalization program. It is 
a reflection of a vigorous and healthy com- 
munity life which possesses a knack for 
getting things done and promoting good 
business. 

Last month, last year, and the year before, 
Kalamazoo toppled previous retail sales 
records. Significant to marketing people is the 


counties in the southern half of Michigan.* 

The most economical and resultful way to 
sell the entire high-potential Southwestern 
Michigan market of nearly 300,000 popula- 
tion is through the Kalamazoo Gazette— 
a “member of the family” for 127 years. 
Don’t take our word for it—ask Kalamazoo’s 
prosperous retailers. 


*Source: Michigan Dept. of Revenue, for fiscal 1959 


“The daily newspaper is the total selling medium” 


KALAMAZOO GAZETTE 


NATIONAL REPRESENTATIVES: A.H 


Kuch. 1 42nd Str »>w York | \Urray Hill 2-4760 @ Sheldon 
B. New mm, 435 N. M ’ 


san Ave hicago 11; SUperi 46 ce McQ Market St., 


Utter 1-340] liam Sh ; 1612 1., Detroit 26, WOodward-1-0972 


ral SO 


A Booth Michigan Newspaper 
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SALES MANAGEMENT Announces A New 


DIRECTORY 
OF 
KEY 
PLANTS 


Accounting for Half of All Value Added In U. S. Manu- 
facturing for All Plants with 500 or More Employees 


SAMPLE PAGE 


Plant Name 


Address 


Product 


International Paper 


Panama City 


Pulp Mills 


International Paper 


Panama City 


Paper & Bd 


Bradford Humphreys Gold Corp 


Lawtey 


Titanium 


Broward Universal Concrete Pipe 


Box 215 Dania 


Pipe 


| Dade City Products 


| Dade Lawnlite 


Miami 


Ice 


Box 97 Miami 


Outdr furn 


| Dade Adams Engineering ©o 


Ojus 


mtl furn 


Dade Miami Daily News 


Box 410 Miami 


Newspaper 


Dade Miami Herald Publishing Co 


Miami 


j 
Newspaper 


Dade Maule Industries 


| Dade Ludman Corp 


Dade Noma Spray Div Noma Lights 


Duval Jno Swisher & Sons 


| Duval National Container Co 


[ower | sitesi tence | Box 910 Jacksonville 


Box 645 Miami 


Box 276 North Miami 


Miami 
Jacksonville 


Jacksonville 


st - 


sand rock 
extrusions 
sprinklers 


Paper & Bd 


Paper & Bd 


No other directory covers all industries, and reveals employment 
in each plant, an item which in most directories is handled by code, or as 
in Census releases is generally blacked out. Yet only if you know how 
large a plant is can you estimate its potential to you. 


In addition to the classification of plants by area shown above, we 
also show all plants in each 4-digit SIC Industrial category ranked in 
order of employment, 


Here, for example is part of a sample page showing the ranking of 
plants in the aircraft industry (which incidentally is the industry having 
the largest plants in the nation.) 


“She SS RS RT SG * SS AS es ae aaa 


SAMPLE PAGE 


INDUSTRY 3721-Aircraft 


County Plant Name Location 


Boeing Airplane Co 7755 E Marginal Way Seattle 


Convair Div Gen Dynamics 3165 Pacific Hiwy San Diego 


Boeing Aircraft Co Wichite 


Douglas Aircraft 3000 Ocean Pk Santa Monica 


Northrop inc 1001 E Broadway Hawthorne 


Los Angeles Douglas Aircraft Long Beach 
Tarrant Convair Div Gen Dynamics Grants Lane 


| T 
1 Baltimore Martin Co | Middle River 


This directory, covering nearly 6,000 plants, was prepared after a year of intensive research 
by Dr. Jay M. Gould, Managing Director of MARKET STATISTICS, INC. and Research Director of 
SALES MANAGEMENT, and is being offered at a special prepublication price of $48.00. 


MARKET STATISTICS, INC. 


630 Third Avenue 
New York 17, New York 


Gentlemen : 


Put us down for _......copy (ies) of your DIRECTORY OF KEY PLANTS 


The understanding is that we will be billed at the special prepublication 
price of $48 for a single copy, $40 each for two or more copies. (Regular 
price will be $60 per copy) 


Check Enclosed aes Send Invoice 


Greensboro- 


OF THE 
»NEW SOUTH'S 


MARKETS 


In The Top 20 In Total Retail Sales 


Watch 
Food Sales 
Sprout 


Hungry Metropolitan Greensboro Market ranks high in food sales in the 
South’s top markets—ahead of Baton Rouge, close behind primary markets 
like Nashville, Knoxville and Chattanooga. Feed your sales story through 
the Greensboro News & Record—the only medium with dominant coverage 
in the Greensboro Market and selling influence in over half of North Caro- 
lina. Over 100,000 circulation; over 400,000 readers. 

Greensboro—In The Top 20 Retail Markets of the South 


and in the Top 100 of the Nation 
Write on company letterhead for 


“1960 Major U. S. Markets Analysis” Brochure of all 300 Metropolitan Markets. 


Greensboro News and Record 


GREENSBORO, NORTH CAROLINA ® Represented Nationally by Jann & Kelley, Inc 
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IMPULSE PACKAGING helps sell toy radios. The Hit Parade’s 
self-merchandising carton with acetate window is designed 
to appeal to children. The Hercules, aimed at young people, 


Powerful « Portable + Tiniest g vnsser Welles 


becomes a self-display unit when the box’s sleeve is drawn 
back. The Futura, an adult model, is packaged to give a 
picture-frame effect. Cover opens like a book for display. 


How to Turn a ‘Considered Purchase 


Into an ‘Impulse Buy’ 


Bell Products made a discovery: A toy isn’t always just a toy. 


Here's what happened when the company found its miniature 
radio didn’t fit the buying pattern. Answer: planned packaging. 


For vears Bell Products Co., St. 
Louis, had it made where sales were 
concerned. The company makes elec- 
tric toys for children. And there 
seemed to be nothing wrong with the 
way it packaged and marketed its 
offerings 

Bell's toys were packaged primarily 
for shipping. This minimized merchan- 
dising and display problems for the 
products: The outlet simply removed 


the toys from their packages, dis- 
played them on counters—along with 
many other similar (and inexpensive) 
items—where children and grownups 
go, and where they buy, on impulse, 
whatever appeals to them. This, in 
college marketing courses, is called 
“reflex” purchasing. The buyer, not 
the seller, takes the initiative. 

But Bell's recent experience with 
its “Hit Parade” radio forced the com- 
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pany to reverse its packaging thinking 
Bell has found it can better sell the 
radio by using the other part of the 
marketing lesson, where the seller 
takes the initiative. In Bell’s case the 
“seller” is the new package. 

Back in 1958 Bell came up with 
its Hit Parade, a neat little radio to 
retail at $7.95, designed to appeal 
primarily to children. And before the 
company put it on the market, Ronald 
Ross, Bell’s v-p, had some long 
thoughts. Ross knew his marketing 
theories: He knew that the decision 
as to whether a product is a reflex 
purchase or a considered one can spell 
the difference between sales success, 
mediocrity, or failure in the market 
place. And the Hit Parade radio 
looked, to him, like a considered pur- 
chase item. 

His reasoning went like this: The 
radio would be competing with other 
miniature radios. Therefore, it should 
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be worth the salesman’s time to stop 
with the customer and explain the 
merits of this radio over seemingly 
similar ones ; 

Second: 


miniature 


The public’s knowledge of 
hadn't reached a 
point where customers had confidence 
in what they buying. Most 
people, he was sure, had small idea 
of what performance to expect from 


radios 


were 


such a radio. 


tomer’s mind if not directly 
“How long will it last?” 
So, decided Ross, 


Bell's 


And 


be sold. 
to be some 


would have to 
would have 


There would be the in- 
evitable question—at least in the cus- 
asked— 


radio 
shouldn't be taken out of the package 
and simply placed on the shelf. It 
there 
sort of self- 
merchandising materials on the coun- 


PORT CLEVELAND 


“THE 


INDUSTRIAL 


GIANT” 


NOW HAS THE HIGHEST SALARIED PAYROLL IN THE NATION 


g 763/°° fer family 


~ avenge for the nation-- 


COLORFUL 
POSTERS 


reach tha fabulous ly nich 


purchasing fLOWer»« 


fer year 
$92. 
OR LESS TH 

F 43:8 


“yr 
hier Sheusiand 


Cleveland, Cincinnati, Toledo, Elyria, Lorain, 
Fremont, Sandusky, Tiffin and Ashtabula. 


* 


SALES TECHNIQUES & ADVERTISING 
MOTIVATIONAL RESEARCH & PACKACING 
MARKET RESEARCH & DISTRIBUTION 
TERRITORY MANAGEMENT & PROMOTION 


SELING 


We S BROADER DIME SIONS > 


edited by Taylor W. Meloan 

and John M. Rathmell, 49 se- 
lected articles from top business 
sources (eight from Sales Manage- 
ment) bring you up-to-date in every 
phase of selling. Contributors include 
Pierre Martineau, Peter Drucker. 
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Ernest Dichter, Harold H. 
Maynard and many others. The 
price is $7.50. From your book- 
seller or write Dept. S.M.-1. aw 


The Macmillan 


60 FIFTH AVENUE, NEW YORK 11, WY, 
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ter if prospective buyers were to retain 
the buying initiative, if the product 
was to be made a reflex item. 

And finally, since the item was a 
toy—but, at the same time, more than 
a toy—it should be displayed so that 
it would appeal primarily to children 
and sens to adults. 

So far so good. But another fly was 
in Ross's ointment: The price of the 
radio wasn't high enough to stimu- 
late a retail salesman to use initiative 
to build volume sales. Yet the price 
considering the public's apprehension 
about tiny radios—was high enough 
to dampen the reflex purchase spirit 
unless skill was brought into play in 
displaying and merchandising! 

Bell called in Weyerhaeuser Com 
pany'’s Boxboard and Folding Carton 
Division for consultation. Out of the 
sessions came a_ self-merchandising 
carton with an acetate window. The 
carton had notable advantages for 
Bell: It was inexpensive, yet it quickly 
told the customer what he needed to 
know about the radio. And it dis- 
played the product attractively. The 
package kept the item in the reflex 
purchase area. Sales were excellent 
And, for the first time, Bell won ap- 
plause for one of its cartons. The little 
Hit Parade radio also took an award 
from the Variety Store Merchandising 
Assn. that vear. 
> In 1959, encouraged by its success, 
Bell decided to separate the appeals 
of their miniature radios by designing 
one for adults and another for the 
younger market. The adult model cost 
$2 more than the children’s. But Bell 
believed that, properly packaged, the 
more expensive eR would be 
marketed successfully as a reflex item 

Considerable creative work went 
into designing both the carton for the 
more expensive “Futura” and the car 
ton for the little “Hercules,” the com- 
pany’s offering for young people. The 
Futura radio's carton is designed to 
look like a book. To display it, the 
dealer simply opens the “cover.” The 
Hercules box was designed with a 
sleeve so that when this is drawn back, 
it becomes a self-display unit. The 
Futura radio package provides a pic- 
ture frame effect. But it also provides 
the necessary strength for protection 
Selling messages appear on the inside, 
outside and binding. Instructions are 
inserted under the radio itself. A 
small socket holds the earphone. 

The normal retail life of such a 
product, in Bell's experience, is about 
a year. Yet Bell's radio is going into 
its third year. 

And Ross estimates that 25% of 
total sales are attributable to the pack- 
aging design that kept the radios in 
the reflex purchase category. 


Staff remembrance! Brownie Starflash Camera 

rates high with stenographers, clerks, service per- 
ideal gift for a secretary! Brownie Starmeter Camera sonnel. Takes black-and-white or color snapshots 
has electric eye that shows proper setting for snaps, and color slides. Camera, less than $10. Outfit with 
slides. Camera, less than $20. Outfii, less than $25. camera in choice of colors, less than $12. 


Everyone 
welcomes a new 
Kodak camera 


Award incentive! Brownie 8 Movie 
Camera, {/2.7, is a valued year-end reward 
for superior contributions in sales and perform- 
ance. Makes 8mm movies as casy to take as 


snaps. Camera, less than $25. Kit, less than $33. 


Executive gift! Kodak Zoom 8 Reflex Camera 
for home fun—or business! Records trips, con- 
ventions, field work. Zooms your movies with 
push-button convemence, ce mipicte ¢ lectric -cye 


control. Price, less than $190 


HERE'S a universal thrill in holding and owning a 
EASTMAN KODAK COMPANY 
Premium Sales Office, Rochester 4, N. Y. 


Please send me more details on gift opportunities 
gilt everyone enjoys. with Kodak cameras and outfits. 


handsome new Kodak camera. Its recognized value 


and popularity make it ideal for business giving — the 


When you see the complete line of Kodak products, 


you'll understand why so many businessmen choose 


Kodak cameras and outfits as business gifts, sales 


incentives, employee awards, and as premiums. Retail 


values range from less than $5 to several hundred 


dollars. Mail coupon today. 


“ Kodak’’ and “ Brownie’ are trademarks 


Prices are subject to change without notice. 


TRADEMARK 


2 SULLIVAN SHOW" AND "ADVENTURES OF OZZ?E AND HARRIET” 


‘ em |: Gad Chinmny go - = 7 7 
Ste eo 


Vallows 


‘ 


— 
st" Gy. 


a 


She's sold! 


...and Du Pont cellophane research 


made 


Those cookies, by Burry’s, look fresh, 
are fresh—and the lady knows it! And 
Du Pont cellophane, a product of 30 
years of research, has kept them fresh 

all the way from the packaging line 
to her shopping basket. 

This Du Pont research has created 
over 100 different cellophanes—each 
designed to meet different customer 
requirements. This means you can 
get a Du Pont cellophane that exactly 
meets your product’s needs. The 
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result: more customer satisfaction, 
fewer returns, more profit per sale. 
No other packaging material has 
the selling power you get from cello- 
phane’s sparkling transparency, no 
other film has cellophane’s colorful 
printability . . . its high-speed ma- 
chine efficiency . . . its versatility in 
package construction. 
PROVE TO YOURSELF that Du Pont 
cellophane can help you sell more. . . 
increase your profit per sale. Ask a 
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the sale more profitable 


Du Pont representative to give you 
all the facts. Du Pont Company, 
Film Dept., Wilmington, Delaware. 


U PONT 
cellophane 


Do you know how to find out if a sales candidate .. . 


Has a suitable balance of qualities? 

Will impress prospects on the telephone? 

Is likely to be content in your job? 

Earned or fell into attractive positions held? 


Would be re-hired by former employers for selling? 


Is difficult or easy to manage? 


Knows how to sell against stiff competition? 


Sells like blazes but wouldn’t do for your opening? 


Is over-ambitious? 


Is suffering under home tension or personal con- 


flicts? 


Can live within his income? 


Makes a good impression but is successfully con- 


cealing weaknesses? 


The accompanying article gives the tested techniques and experiences of some 
of the most successful pickers and motivators of men in leading U. S$. companies. 


Interviewing Techniques 
That Reveal the Man 


The man across the desk from you 
wants to join your sales staff. He looks 
good. Appearance—no problem. Per- 
sonality—no obvious drawbacks. Ex- 
yerience — looks OK on paper. Not 
veavy but probably OK—if it checks 
out. 

You know, of course, that he’s on 
his best behavior. If he’s any good at 
all, in fact, he’s probably figured out 
what you want to see—and that’s 
what he’s determined to show you 
But what about the things he doesn’t 
show you? 

You can’t ask a man if he’s reliable 

. if he’s easy to get along with . . 
if he hates his mother and spends his 
spare time sticking pins in dolls la- 
beled “Purchasing Agent.” You can’t 
ask him—but sometimes you can find 
out. And considering the importance 
(and expense) to your company of your 
not getting sucked in by a lemon, 
you'd better do your damnedest to find 
out. 

This particular aspect of the sales 
manager s penpenethlltey —picking men 
can be one of the most torturing 
chores you have, as well as one of 
the most gratifying. And each time 
you're in this spot, you'll be further 
needled by the thought that your 


choice of men inevitably reflects on 
you. 

In this article you will find a dis- 
tillation from the thinking aloud of 
men on their techniques of interview- 
ing sales candidates — all managers 
with many years’ experience in pick- 
ing men. Matching or comparing your 
experience with theirs may be illumi- 
nating and can reinforce your own 
confidence 


What Comes First 


“When I interview a man who is 
a candidate for sales work I do not ask 
first what he has done, what his IQ 
is, or even what his present (or last) 
job is. I look for qualities. 

“What qualities? His qualities. I 
could give you a list of qualities good 
salesmen are apt to have but in itself 
such a list doesn’t mean much. It’s 
a question of balance, balance and a 
man’s ability to use his qualities—and 
his sales manager's ability to help him 
do so. 

“I have one firm rule: No man really 
has faults; he has qualities that are 
overdeveloped in relation to the 
underdevelopment of the balancing 
qualities. Let's take aggressiveness, a 
desirable trait in any salesman up to 
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a point. Here is a man who appears 
to be obnoxiously aggressive. Shall 
we rule him out for that reason? I 
would say, No. Look deeper and de- 
cide instead whether or not he has 
balancing qualities which could be de- 
veloped to modify it. Leave the ag- 
gressiveness alone. Accept it; it may 
be the man’s backbone. But then rec- 
ognize the possibility of building up 
his humility to balance it. An over- 
aggressive salesman can be honed 
down into a man with humble aggres- 
siveness—the steel fist in the velvet 
glove.” 

That was Harry Swift speaking 
He now has his own business, train- 
ing, re-training, making over salesmen 
and sales executives. But for many 
years he was a sales manager himself. 
Swift believes that the first rule in 
interviewing men for sales, whether 
green or experienced, is to look for 
the whole, the real man. That way 
you will not run the risk of discarding 
good material because a certain qual- 
itv, much in evidence, frightens you 
Arrogance, he agrees, may be ugly 
and a detriment to a man’s success 
in your work. But ask: Is he capable 
of building up gratitude? If so, the 
one will temper the other and you'll 
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IN EDITORIAL 
STRENGTH 


a measure of 
the publication you 
the 


need 


to SELi 


PLUMBING- 
HEATING- 
COOLING 
INDUSTRY... 


Your advertisements trumpet up and 
down the land .. . or craw! weakly about 
the somber, gray graveyard of lost reader- 
ship, depending largely on the editorial 
product of the publications in which they 
appear. 

In your own plumbing-heating-cooling 
media evaluation, Domestic Engineering 
urges you to compare actual issues, side 
by side. Study them in the mental context 
of a reader, not an advertiser. 

Do this, and see with your own eyes 
exactly why plumbing and heating con- 
tractors pay to read Domestic Engineering 
while as many as 15 free publications pile 
up on their desks every month. 

Do this, and discover why Domestic 
Engineering has won 16 of the 19 editorial 
excellence awards made to all p-h-c pub- 
lications in the Industrial Marketing/A.1.A. 
Editorial Awards Contests. 

Do this, and know firsthand the editorial 
vigor that gives muscle, sinew and voice 
to every advertisement your company 
schedules in Domestic Engineering. 
Editorial strength . . . has made Domestic 
Engineering the first media choice of more 
manufacturers than any other publication 
in the p-h-c field. Want copies for your 
own side-by-side test? They're yours for 
the asking 


CONSULT YOUR ADVERTISING AGENCY 


ENGINEERING ~~ 


And the Journal of Mechanical Contracting 
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have a man of strength, a potential 
leader. 

Or take a man with the trait of im- 
patience so developed as to possibly 
prove self-defeating. Otherwise a 
good man, you think regretfully. “But 
before you write him off,” Swift sug- 
gests, “try to find out if patience, per- 
severance, cannot be developed in 
him. More than likely it can.” 

This search for the whole man 
among ycur prospects begins after the 
first screening. What is the best way 
to go about the original sifting so as 
not to let valuable candidates escape 
notice? Companies have vas oy 
even thousands of men _ presenting 
themselves for selling each year. The 
sales manager cannot give searching 
interviews to all of these. Letters of 
application, résumés, may or may not 
be revealing. Here’s a method em- 
ployed by one of the nation’s major 
corporations at its West Coast branch 
Well quote the sales manager, who 
wishes to remain anonymous. 


“The telephone is a wonderful 
screening instrument. We are able to 
screen out between 40 and 50% of 
applicants bv holding first interviews 
on the telephone A good trick is to 
run an advertisement with a box num 
ber, requesting the candidate to call 
on the telephone. You don’t have to 
listen long to rule out the man whose 
speech is in the “dese and dose’ pat- 
tern. Your ear becomes acute at de 
tecting other give-aways after a little 
experience 

“We have mentioned in our adver- 
tisement an age limitation of 35—es- 
sential in our work, which calls for a 
good pair of legs (I wouldn't hire my 
self as a salesman). Some men, intent 
on getting an interview, will prevari 
cate on age. The way a says, 
“Well, I’m in my forties, but * gives 
vou the conviction that he is probably 
in his fifties at least. Unless he sounds 
very good he wouldn't rate an inter- 
view. Out of 100 men, it should be 
possible to eliminate 50 in one tele- 
phone interview and another 20 in 
the first face-to-face interview.” 


man 


Getting the True Picture 


Are direct questions the best way 
to elicit information which will per- 
mit you to appraise the sort of pros- 
pect you have before you? The sales 
managers with the best records in 
picking “winners” say no. A relaxed, 
conversational approach which puts 
the man at his ease will result in giv- 
ing you a truer picture of him. 

“Don't begin with questions,” one 
manager emphasizes. Another says: 
“We do not believe in commencing 
with questionnaires, tests, or applica- 


tion blanks.” “Get the feel of 
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the man first,” says another, “get him 
to talk about himself. You can start 
anywhere: What subjects did he en- 
joy in school, for example? Which dis- 
like? If he loved chemistry and math 
he is likely to be a good doer. If he 
also enjoyed history, literature, he’s 
apt to have vision, imagination.” 

A lot can be learned from a man’s 
preferred reading. “I've just finished 
reading so-and-so,” is one sales man- 
ager’s innocent lead in interviewing. 
“Have you run across it?” The man 
may say no, but volunteer that he has 
read something else. You learn what 
his leisure time reading is: Historical? 
Science? Science-fiction? Plain fiction? 
Or, he may say he has no time to read 
for pleasure. All of the replies are keys 
to fis make-up, his qualities. And 
while he is talking, you can size up 
his general appearance; note whether 
his personality is pleasing, his speech 
good, whether he is forceful enough 
to sell, gives an impression of sin- 
cerity, is likely to impress others by 
his manner and character. If he scores 
here, it’s time to go on to the “Can 
Do” questions 


> “I learn a lot,” savs one sales man 
ager, “by throwing out some appar 
ently irrelevant questions — irrelevant 
insofar as our opening is concerned 
What other jobs has the candidate 
been considering at this time? It’s a 
safe bet ours is not the only company 
he has applied to. Why did he go to 
the other particular companies he will 
mention? What does he think of the 
job opportunities there? From his an 
swers, you can draw a pretty good 
inference of what he is aiming at 

“For example, is he unenthusiastic 
about company X because there would 
be too much travel? Or too little pay? 
From his comments you can lead up 
to the simple question: What would 
be the ideal job for you? The man’s 
answer will reveal, among other 
things, whether he most wants op- 
portunity? Or security?” 

Encouraging a man to talk about 
other salesmen he has worked with 
also may give you more insight than 
direct probing would. If he starts talk- 
ing about a certain type of man with 
obvious admiration, you will not go 
far wrong in guessing that the man’s 
attributes are those he would like to 
possess and may be working to de- 
velop in himself. If, on the other hand, 
he runs down a certain type, you must 
evaluate the degree of justice in his 
criticisms. If he has good sound rea- 
sons, they may be clues to his stand- 
ards. Example: The other fellow did 
not work hard enough, did not pull 
his share of the load. 

It is important, one sales manager 
has found from experience, to find 


A sales 


perishabie- 


handle it fast 
by Long Distance! 


While a sales lead is fresh, move in fast and first: 


© Telephone the prospect direct... 
© Or phone the lead to your branch office . . 


@ Or call it to a salesman in the field. 


Fast personal contact shows your company is on its toes... 
boosts the chances of wrapping up the order. 


Long Distance pays off! Use it now... for all it’s worth! 


LONG DISTANCE RATES ARE LOW 
Here are some examples: 

Boston to New York 

Philadelphia to Richmond, Va. 

Dallas to New Orleans 

Detroit to Miami 

Cleveland to San Francisco 


These are day rates, Station-to-Station, for the first threr 
minutes, Add the 10% federal excise tax 
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“When an oil rig needs parts 


‘yesterday’ 
isnt 
soon enough 


... $0 we use Delta Air Freight” 


A day lost can cost its customers up to 
$10,000 so Hughes Tool Co. of Houston, 
Texas, relies on Delta to rush vital equip- 
ment to the field. 


“Customers phone us from the 4 corners 
of the globe,” says N. E. Cloud, Traffic 
Manager. “When an oil rig is idle, the 
loss in production can mount to thou- 
sands of dollars a day. We meet these 
emergencies easily by shipping field 
equipment by air freight. Delta plays a 
major role in helping us keep customers 
satisfied.” 


Profit from Delta’s 
a BIG PLUS 


— Seu ee = = — 


Delta operates all-cargo flights and in 
addition carries freight on every passenger 
flight, including Jets. All-cargo flights 
serve Atlanta + Chicago + Cincinnati 
Charlotte + Dallas - Houston «+ Miami 
New York + New Orleans + Orlando 
Philadelphia « Detroit * Memphis 


GENERAL OFFICES: ATLANTA AIRPORT, ATLANTA, GA. 
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out, not only what the man earned on 
his last job, but how easily or how 
energetically he earned it. You can be 
taken in here. “I try to discover if 
an attractive and remunerative job a 
man held was actually earned by him 
or was stepped into because someone 


said, ‘Jack's a good man—put him to 
work!’ ” 


His Selling Approach 


How a man goes about selling 
against competition is important to 
learn, particularly if your company is 
‘n a competitive field—and who isn’t? 
You can begin to evaluate a man on 
this score by having him talk about 
his methods and approach. But most 
experienced sales managers do some 
checking as well. Says one: “I always 
ask a man for the names of some of 
the contacts he has had, accounts he 
has sold. He may name the buyer. If 
he does not, I may not press it. I'll 
telephone the firm, ask for the buyer 
find out if he knows our man, and 
then discuss his selling approach. It 
is also a good idea to speak with his 
previous sales managers or supervisors 
on this point of how he has sold 
against stiff competition.” 

How would the candidate be to 
manage—another very important thing 
to know before hiring. Maybe he’s a 
good man for you in spite of being 
hard to manage, but you'll need some 
guidance in how to handle him 
Equally, if he’s easy to manage, you'll 
want clues here, too, to his character 
How do you find them? 

Says a wise sales manager who has 
a reputation for bringing out the best 
in men: “I ask candidates what would 
be their own suggestions for super- 
vising salesmen? What kind of super- 
visor do they prefer? If a man says, 
‘I like to be given a plan; a good 
supervisor sees to it that a salesman 
has a plan and works it,” he'll be easy 
to manage. But if he says, ‘If I were 
a supervisor, I'd give a man the stuff 
and let him be on his own,” then he’s 
the kind who does not take kindly 
to close direction. 

“Most sales jobs require a certain 
amount of paper work. If your man 
says this is a waste of time, complains 
that he has had too much put on him 
by sales supervisors and that if he 
were one, he'd cut it out—you have 
a pretty good indication that if you 
put a little restraint on this man you'd 
lose him.” 


Evaluating His Background 


We'll assume the candidate has 
passed the “can do” test. Only now 
is he ready for the application blank 
which gives his story of what he has 
done. Out of the 100 men we started 
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with, it is unlikely that a given com- 
pany will be handing this blank to 
more than eight or ten. Not because 
all the culls were poor candidates for 
selling but because many were not 
suitable for the company concerned. 

The usual application blank aims 
at rating a man on education, past 
performance, home background, mari- 
tal situation, activities outside of his 
job, and similar facts. Personal ref- 
erences usually are called for as an 
indication of the company he keeps 
The information furnished may raise 
questions that call for another inter- 
view. 

Here is a man who had one year 
of college. Another who finished only 
three out of four years of high school 
Having found it worthwhile to start, 
why did they quit before finishing? 
The answers may be damning — or 
verv much to a man’s credit. For ex- 
ample, one sales manager noted an 
application which revealed chopped- 
up and incomplete schooling. Inquiry 
revealed that the man’s family had 
run into difficulties that forced him 
to start working early. Nevertheless, 
he was making up for the education 
missed by reading, home study, night 
classes when he was able to take 
them 


& In another case a man with no 
college work at all still gave the im 
pression of being very well educated 
—“and it turned out that he was,” 
commented the sales manager who in- 
terviewed him. “His family hadn't 
been able to afford college for him, 
but he had picked up an equivalent 
education in one way and another 
and, what's more, was the kind of 
man who would never stop learning 
We hired him, “in spite of our usual 
ban on people without at least a 
B.A. degree.” 

If a man worked all or part of his 
way through school this also furnishes 
insight into the caliber of man he is 
“He knows the value of money, has 
learned early how to make a buck,” 
comments a manager 

Gaps in a man’s work history can 
sound warnings. So can what looks 
like an important job on which he 
has not named a reference. Philip 
Barber, vice president, sales, with 
H. R. Basford Co., a West Coast 
wholesaler that distributes television, 
radio, phonograph equipment and ap 
pliances, says, “I have saved more 
unhappiness for myself, my company 
and the men concerned by the simple 
expedient of being on the alert for 
these telltale gaps in references. If I 
notice such a gap, I ask the man: 
‘Who did you work with here?’ or, 
‘Who was your supervisor? Then I 
interview that man. If the results of 


IN FALL, EVERYONE'S FANCY TURNS TO THOUGHTS OF 
NEW CARS AND AUTO SHOWS 


Especially at WJR ... and especially this year, 
because in October the National Auto Show comes 
to Detroit for the first time. 


WJR is set to cover the show backwards and for- 
wards, from top to bottom, and inside out. Mostly 
the latter, because we're really close to the car makers 
.. our Automotive Editor has reported the inside 
story on styling, engineering and sales for years. At 
the show he'll describe exhibits, talk with industrial 
leaders, and take listeners behind the scenes. 


Our Women’s Director will size up things from the 


, A - 


760 KC “W 50,000 WATTS 


- feminine angle. Another staffer will cover the 
. historical and educational aspects of automobiling, 


and go after the story of people—everyone from 
the hot dog vendor to an antique car enthusiast. 


It’s a two-week project with nearly two hours of 
air time every weekday. A big job, but it’s just 
another example of WJR’s complete-range coverage 
of important local and national events. Small 
wonder that listeners AND advertisers are loyal 
and consistent. Why not get all the facts from WJR 
or your Henry I. Christal man? 


‘DETROIT 


RADIO WITH ADULT APPEAL 


In October, WIR goes to the 
National Auto Show in Detroit 


Sales Management October 7, 1960 


89 


‘ 


am} 


a 


jove with Confidence... 


Move by Wheaton 


You and your family will appreciate a safe, carefree 
move by Wheaton Van Lines. Next time you move, 


call your dependable Wheaton agent. 


4 


Vert Littl ne. 


Your 
Wheaton 
agent aiso 
moves trade 
show displays 
and exhibits 
electronic 
Gevices, 
office 
equipment 


LONG DISTANCE MOVING — 50 STATES 


OVER 525 
AGENTS IN ALL 
PRINCIPAL CITIES 


Send for Free “Try-It-Yourself” Folder Today ! 
Learn 8 Ways To Increase Sales and Cut Costs 


The field of self-adhesive materials is 
fantastic in its possibilities. Send for 
this 4-page, full-color folder, and you'll 
know why when you've studied this 
interesting kit. 


You'll particularly enjoy the actual 


fosson 


250 Chester Street © 


samples enclosed. There are name- 
plates, protective covers, gleaming trim. 
Some are miniature, some full size — 
all are ready for you to try yourself, so 
you can see just how fast, easy and 
fascinating Fasson self-adhesive mate- 
rials can 


Write today—Dept. X 


Fasson Products 


An Avery Company 
Painesville, Ohio 


MAKERS OF SELF-ADHESIVE PAPERS + FOILS + FILMS + FOR CONVERTERS 
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my talk are inconclusive I may ask 
the sales manager for the names of 
some of the accounts the man has 
called on; then interview the buyer 
there. Sometimes everything I learn 
is to the man’s credit. Again, it may 
appear that the man is seeking work 
for which he is not suited and needs 
to be steered to something else.” 

Another manager who is equally 
thorough says he does not rest con- 
tent with telephone checking of ref- 
erences or correspondence. “If I am 
sufficiently interested in a man to be 
seriously considering hiring him, | 
see his last two or three employers. 
{ speak with his immediate super- 
visors. If his previous experience has 
been too far afield to make this im- 
practical, I delegate the task to one 
of our district or regional managers 
in the city or cities where he worked. 
You cannot get the straight story by 
letter or phone call. Face to face you 
can ask such questions as: Would you 
re-hire this man? Are his habits good? 
Why is he no longer working here? 
Why did he quit? 

“Reasons for leaving a former job 
are among the best keys to a man’s 
qualities, drives, weaknesses (not 
enough money . . . insufficient oppo . 
tunity or future . . . personal diffi- 
culties . . .). A man who knew the 
candidate well will tell you by his 
manner, his expressions, his hesita- 
tions, all you need to know. If you 
hire the candidate, this knowledge 
will help you handle him more under- 
standingly, help him bring out the 
best in himself. 


What To Watch Out for 


Do you have before you now a 
first-rate prospect, who can sell like 
blazes? One long-experienced man- 
ager says there is still something else 
to be wary of — you can hire a man 
who is too expectant, too ambitious, 
for the opening you can offer. “I ask 
myself,” he suggests, “does he look 
upon this job as a stepping stone? A 
stopgap? Or is he so intent on merely 
getting his commission that in the 
long run he may alienate customers? 
If I have a job open that will net a 
good man $10,000 a year now, with 
eventual prospects of not much more 
than $12,000, is this man going to be 
content? Or is it going to be a waste 
of time to train him because he'll be 
out prospecting for something ‘better’ 
in two or three years?” Or, besides 
being too ambitious for the potential 
opening, a candidate may also be 
—r- his own capabilities. 

A good salesman gives of himself. 
How can you discover if your man 
is the type to do this freely? Managers 


who realize that a man is unlikely to 


THIS NEW SURVEY OF BUYING INFLUENCE PATTERNS MAY 
HELP YOU TO SELL AND ADVERTISE MORE EFFECTIVELY 


In this survey, conducted by McGraw-Hill Research and 
sponsored by PURCHASING WEEK, five functional 
groups — Management, Production, Maintenance, Design 
and Purchasing—were asked to indicate who participated 
in these three phases of the buying transaction: 

1. Specify or Recommend Type 

2. Recommend Manufacturer by Name 

3. Select Manufacturer by Name 
While each respondent was allowed to vote for himself, such 
votes were thrown out in the final tabulation of results. Thus, 
the survey reveals how the other functional groups rate each 
functional group and is not subject to the bias that might 
exist if each respondent's vote for himself was counted. 

Another unique aspect of the survey relates to the second 

phase of the purchase: Recommend Manufacturer by Name. 
In the case of OEM products (those incorporated in the 
buyer's end product) the respondent was asked to indicate, 
separately, participants in the first purchase and subsequent 
purchases. The survey reveals some significant deviations 
in buying influence in first and subsequent purchases. 


Results of the survey are now available for the following products: 
Bearings 
Business Machines (Typewriters, 
Calculators, Duplicating and Copying Machines) 
Chemicals for Manufacture 
Cutting Tools (Taps, Dies, Drills) 
Electrical Controls 


Note on the study and the ABP Check Points 
for Sound Advertising and Market Research 


The research techniques employed were in accordance 
with the check points developed by the Associated Busi- 
ness Publications with the exception thet no check was 
made on the non-respondents. In presenting the results, 
sheets have been developed for individual products 
Therefore, the Questionnaire and detailed numerical 
bases for percentoges ore not included with the indi 
vidual sheets. They ore, however, available through 
PURCHASING WEEK representatives 


Electric Wire, Cable, Conduit 

Electronic Components 

Fabricated Parts & Assemblies (Metal, Plastic, Rubber, etc.) 
Fasteners 

Grinding Wheels 

Hoists & Stings 

Industrial Power Trucks, Lift Trucks 

Lamps — Incandescent & Fluorescent 

Metals for Manufacture (Steel, Aluminum, Copper, Brass) 
Motors — Fractional H. P. 

Motors — 1 H. P. and Up. 

Office Furniture 

Packaging Materials & Packages 

Pipe, Valves, Fittings 

Plastics for Manufacture 

Power Transmission Equipment (Gears, V-Belts, Sheaves) 
Pumps 

Safety Products 

Shipping Containers (Cartons, Bags, Boxes, Drums) 
Tools, Hand 

Tools, Portable Power 


The PURCHASING WEEK District Representative located 
in your area will be pleased to show you the results of the 
survey for those products in which you are interested. If you 
do not know his name, write: Marketing Services Manager, 
PURCHASING WEEK, McGraw-Hill Publishing Co., Inc., 
330 West 42nd Street, New York 36, N. Y. 


Purchasing Week 


McGRAW-HILL‘S NATIONAL 


NEWSPAPER OF PURCHASING 
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be good at selling unless he has 
learned how to give or is naturally the 
outgoing, outgiving type of person, 
say they get their best indications of 
this characteristic by studying a man’s 
schoolday and other early voluntary 
activities. Was he out in front in the 
popular events? Did he speak in pub- 
lic meetings? Has he participated in 
fund raising to help his community? 
In what other ways has he shown his 
willingness to give of himself? If a 
man says he has had no time for this 
sort of thing (“I had to work my way 
through.” “I've had this or that 
responsibility “i , determine if he 


is making excuses, actually had no 
will or desire to be helpful — or was 
prevented by circumstances beyond 
his control. 

Your candidate may come out tops 
in all your tests, meet all requirements 
as an A-1 salesman for the job you 
have in mind, but be in a home situa- 
tion or under some personal strain 
that will prevent his realizing the best 
that is in him — or even cause him to 
fail. Says one sales manager who is 
well aware of this: “I always check 
the home environment of candidates 
for sales work in our company. When 
at all possible, if he is married, I 


The Memphis Metro Market plus 75 other counties! 
That’s right—a TOTAL MARKET 

with a population of over 2,500,000 having 

an annual Consumer Spendable Income 


of $2,917,353,000. 


This TOTAL MEMPHIS market ranks 
among the top 15 markets in the Nation. 
Memphis Newspapers belong 

near the top of your media list. 


WRITE FOR ALL THE MEMPHIS FACTS 


TOTAL 
Memphis 
Market 
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2,500,000 
population 


Dominant 
Dailies 
| in the 


| Mid-South 
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MEMPHIS 
PRESS-SCIMITA 
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arrange to meet him when his wife 
is present. Sometimes I go further 
and interview the wife. It doesn’t take 
long to judge if there is tension at the 
marital level and if so, whether it is 
likely to influence the man’s perform- 
ance.” 

On this score, another manager 
says: “I try to notice if a man avoids, 
in his talks with me, mention of a 
previous marriage and divorce which 
will show up on his application form 
when he has to answer the questions 
we have listed. If there seem to be 
discrepancies between the impres 
sion he has given verbally of his mar- 
ried life, and what appears on the 
form, I check—as tactfully as possible 
—to make sure there is nothing here 
that might reflect on the man’s char- 
acter or prove an obstacle to his do 
ing his best work.” 

It is also well, another interviewer 
suggests, to check a man’s finances 
and financial judgment. Does he live 
within his income? Are he or his wife 
and family unduly extravagant? 

When you interview a man — how 
ever thoroughly — you have only one 
impression of him, your own. A sales 
manager who has picked men suc 
cessfully over a long career says, “! 
always try to have my top candidates 
interviewed also by one or two other 
persons and perhaps even met (seem- 
ingly casually) by one or more of our 
senior salesmen or a sales supervisor 
I may not tell them my own impres 
That way, I get some inde- 
pendent impressions to set against my 
own, either confirming or modifying 
them.” 

Harry Swift, whom we quoted at 
the beginning of this article, has an 
interesting word here for top man 
agement: “No sales manager who 
does not have well-balanced qualities 
himself will make a good interviewer 
He won't recognize balance (or lack 
of it) in others. He is apt to be a 
poor picker. Then, he will tend to 
blame the man if he doesn’t pan out 
well.” 

Swift adds: “When you've finally 
chosen your man, you have used your 
best judgment; don’t doubt it there- 
after. Help him to be the man you 
found him to be in your interviewing 
Believe in him. His success is the 
measure of yours.” ® 


sions 


> For related reading on this subject 
a reprint called “Hiring or Keeping 
the Wrong People-~#9 of The 10 
Biggest Mistakes Executives Make,” 
(Price: 20 cents), SM, July 1, 1960 
is available. There is also a reprint 
called “Cost of Poor Salesmen Selec- 
tion,” (Price: 15 cents), SM October 
3, 1958. Write: Readers’ Service 
Bureau, Sales Management, 630 Third 


Ave., New York 17, N.Y. 


‘Contents of this 
BONUS-FOR-YOU issue... 


1. An alphabetical listing of ol! products used in the field, ond 
manufacturers of each 


2. Nemes ond oddresses of all these monufacturers 


3. A listing of oli known trade nomes with the product and 
manufacturer identified for each 


4. All products advertised in this issue ore classified ond listed 
This guides recders to the od poges where they'll find more in- 
formation on what they seek 


5. Normo! editorial content of o regular issue assures immediate 
cover-to-cover attention 


6 A COMPLETE SHOW SECTION previewing the 15th Interno- 
tiene! Heating and Air-Conditioning Exposition, Chicego, Feb. 
13-16 


When they’re ready to specify or buy 


The Directory Section is the acknou ledged reference work 
in the Industrial-Big Building field since 1934 


Nowhe re will your advertising dollar go farther . . . accomplish 
more! This is an issue that is a right-at-hand reference for the engi- 
neers and contractors you must reach. (In a survey of these all paid 
subscribers, 96% report they keep it throughout the year, 75% refer 
specifically to its advertising pages. ) 


No wonder nearly 300 advertisers appear each year! Make sure 
you too will profit from this all-in-one January issue with a Direc- 
tory Section, Show Preview, and regular editorial content. Start off 
1961 impressively by using extra space for extra emphasis on your 
entire line, Re guli ir space rates apply, December 10 closing date. 


KEENEY PUBLISHING CO., 6 N. Michigan, Chicago 2. 
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. . with generous room, trouble-free performance, higher trade-in value 
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Job Hunting: 


How Best-Sellers 
Sell Themselves 


“I'll be hanged if you don’t find 
this. . .” began the note—and out fell 
a replica of a hangman's noose . 
and a résumé. It was a gimmick, 
but it made the recipient look again 
And that’s more than par for the 
course in job hunting. 

The average ad for a desirable po- 
sition precipitates a deluge of replies 
The prospective er ployer is general], 
hard put to differentiate the truly out- 
standing — Standard résumés 
with their look-alike recital of facts 
somehow fail to tinkle 
credentials 


register a 
which the reviewer of 
would like to experience. 

Certainly there is an appalling 
dearth of imagination and initiative 
to break the conventional lockstep and 
put one’s best foot forward. But those 
who have the courage and brisk self- 
confidence to ingeniously assert their 
attributes, automatically insinuate 
that they are in a class by themselves, 
and earmark their attention-arresting 
presentation for immediate action 

. & a specialist in 
concocting novel gimmick ideas for 


advertising, has recently been assist 


Thomajan, 


ing various friends to land lucrative 
jobs with this form of extra leverage 
that just about blanks out competition 

These gimmick ideas usually swing 
with some vital phrase and tie in 
with some object that acts as a 
clincher. They aim to pinpoint a 
salient thought, and thus have tre 
mendous focus. They often represent 
quite an investment, work on the 
principle that you've got to put your 
self out to get yourself in. For in- 
stance: an actual magnum of cham- 
pagne with résumé applied to one 
side of bottle and captioned, “May 
this fill a long-felt want.” 

The more opulent the gimmick, 
the more it reflects a game guy, a 
real sport, and a mettlesome person 
In fact, this type of device, accord- 
ing to Thomajan, can best be used 
in blasting openings where there are 
none, operating on the premise that 
there’s alwavs room for one more 
gifted person in an organization 

Most effective was a ticket sent 
out for a hit show with a note, “Per- 
haps, this is the best wav to get next 
to vou and we can exchange a few 


Clever Phrases, Arresting Objects . . . 


According to “P. K.,” a spe- 
cialist in his field, an advertising 
gimmick is one that snaps, 
crackles and pops, and he’s been 
supplying 
that want something different in 


them to companies 
sales meetings, promotion or ad- 


vertising. 


Mr. Thomajan has had quite a 
colorful background. He was an 
exploitation representative for 
Paramount Pictures, a copy chief 
for a New York ad agency and 
recently editor of Spot magazine. 
Mr. Thomajan also finds time to 
give a course in advertising at 
Fairleigh Dickinson College in 
Rutherford, N. J. 
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You get 28 pages 
of showcase ideas 
for your sales 
presentations in 
these catalogs! 


Cesco showcases fill the bill for art- 
ists, admen, sales executives—anyone 
who's involved in sales promotions of 
any kind. 

To help you compile the informa- 
tion needed for estimates and recom- 
mendations, Cesco includes a check 
list to pinpoint your problems and 
their solutions. 

In Cesco Catalogs F and I, you'll 
find ready-made binders, books, and 
catalog covers that are available im- 
mediately. The variations you can 
have designed to your specifications 
are virtually endless . . . can be made 
and delivered in as few as three weeks! 


Today, send this coupon for 


Catalog F: “Ring Binders” 


Catalog |: “Catalog and Advertising Cov- 
ers for Better Sales Promotion’’ 


Name Title 


Company 


YAWMAN & ERBE 


Cc. E. Sheppard Co. Div. 
44-20 21st Street © Long Island City 1, New York 
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How to 
win friends 
and influence 
sales 


Profit by 
HAMMOND 
premiums—their 
proven success is 
your guarantee... 


Television sets, tires, cereals, candy bars 
- - - Hamraond premiums have helped 
sell them all! Popular Hammond prod- 
ucts are excellent for inexpensive give- 
aways, traffic builders or self-liquidators. 
The Classic World Atlas and convertible 
globe are only two examples of prestige 
items that succeed as salesman and 
dealer incentives. 

For complete information about Ham- 
mond’s wide variety of in-stock pre- 
miums, or a Sales-Builder Plan 
designed specifically to fit your 

needs, write J. T. McManus, { 
Manager, Sales Promotion Div. ‘© 


& 
4 
C.S. Hammond 
& Company 
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words at intermission time about how 
I can perform for you.” 

For a brilliant salesman with a lot 
on the ball, Thomajan suggested send- 
ing out a current best-seller inscribed 
to recipient with credentials carried 
on inside flaps of dust jacket. One 
of the key lines was: “Another best- 
seller you can acquire.” 

Another party was tipped off to 
buy an attractive brass knocker, which 
could be used to advantage. Here 
the copy started off with: “Excuse 
the brass, but Opportunity knocks; 
mav I come in?” 
> A big hit was made with a feminine 
executive when a letterhead was im- 
pregnated with an expensive French 
perfume and was launched with: “You 
will enjoy more of the sweet smell 
of success when you... .” 

Executives appreciate a 
high compression of facts that deto- 
nate fast. Toward this end, Thoma- 
jan had a résumé folded down snugly 
inside a large walnut shell that was 
taped shut 


always 


Consideration for other applicants 
was promptly stopped when a letter 
was received with a rotating eve and 
the line: “Stop looking around.” 

To get across the great versatilit 


of a certain party, a presentation in- 
cluded a mew cont of dehydrated soup 
and a package of shelled almonds 
which rode along with the line: 
“from soup to nuts.” 

To a person known to be a con- 
noisseur of choice cigars, three glass 
cigar tubes were sent. One contained 
cigar ashes and was marked: “A 
sample of my gray matter.” The 
second contained an expensive cigar 
The third carried the résumé. All of 
this registered with a 1-2-3 he-man 
wallop. 

Giant telegrams have tremendous 
potency. Standard forms are readily 
available from direct mail houses, can 
be imprinted on a giant typewriter 
Appropriate copy would be: “Hold 
evervthing. Letter follows.” 

To lodge the point that a person 
was actually a top-drawer individual, 
an attractive old drawer was sent out 
with résumé lying inside 

Perhaps one of Thomajan’s most 
sizzling inspirations was to have the 
edges of letter and résumé singed 
thereby kindling concept of a real 
hot prospect. 

Such ideas pique fancies, spotlight 
identities, and endow them with that 
something extra by projecting plus 
of potential ° 
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“Oh nothing much is new, although we did have quite a bit of excitement around 
the middle of August.” 


————— 
Ly 


New York 
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HOUSTON IS 
A MUST BUY IF YOU 


WANT THE TOP SIX! 


and here are Houston's leading advertising media: 


THE HOUSTON POST 
Moloney, Regan and Schmitt, Ine. 


KHOU-TV KPRC-TV KTRK-TV 
H-R mtorr hie Ine. Edward Petry & Co.,Inc. . George P. Roteeetery Cotipainy. 


resent KILT 
John E. Company. John Blair & Company. The Katz Agency. Inc. 


nevi PRC KTH LN KTRH KXYZ 
Edward reeeeee temaadie ine, | Avery Knodel, Ine Peters, Griff Woodward, Inc. H-R Representatives, Inc. 
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INCREASE 
DEMAND 


BY THE 
MILLIONS 


Given a hot summer day in a neigh- 
borhood of enterprisin’ kids and the 
word soon gets around that Joey has 
the best lemonade in town, and he’s 
selling it like... well, like good lem- 
onade on a hot summer day. Once 
this message gets around, DEMAND 
will soar with the temperature. 
You can be sure that the “word 
gets around” about your good prod- 
uct when you use FIRST 3 MAR- 
KETS GROUP to attract and sell 


the heavy-spending families of New 
York, Chicago and Philadelphia. 
The average family in these 3 
enormous markets enjoys an Effec- 
tive Buying Income that is 28% 
greater than that of the remainder 
of the nation, and consequently 
spends 10% more money for All Re- 
tail purchases, 18% more for Food, 
24% more for Furniture, Furnish- 
ings and Appliances, and 84% more 
for Apparel than the average fam- 


New York Sunday News Colo 


Philadelphia Sunday Inquirer 


TOGRAVURE « COLORGRAVURE 


ily in the rest of the United States. 

Within the most profitable sales 
areas of New York, Chicago and 
Philadelphia — where competition 
is keenest and sales rewards are 
greatest — there is no substitute for 
FIRST 3 MARKETS’ solid 55% 
COVERAGE of all families. 

To make your advertising sell 
more where more is sold... it’s 
FIRST 3 FIRST! 


voto Magazine 
Chicago Sunday Tribune Magazine 


y”" Magazine 


Mow Yous |). 4.1. News Building, 220 Last 4206 Sweet, MUrray HM 1-4004 ~ Curcage 1), ., Tibene lower, SUperior 1.6043 - Sam F mamcrsco 4, Calil., 155 Montgemary Street, Garfield 1.7946 + Los ANGELES §, Colil., 460 Wilshire Boulevard, BUenirt $-3557 
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By LARRY SCHWARTZ, President, Wexton Advertising Agency, New York 


Shopping Bag Ad Network 

Some time ago we reported the 
successful introduction of advertising 
on shopping bags. Now a network has 
been formed which permits the food 
products manufacturer to advertise on 
shopping bags in the markets of his 
choice, or nationally. Distribution 
corresponds closely to patterns of 
print and air media buying, whereby 
local, regional and national buying 
are possible. Space is purchased in 
units of 300,000 sacks, with a 2-color 
printed message on the face of every 
other sack. Each unit costs $775.00, 
and the advertiser is permitted to 
specify his own time period. 

Among the super market chains 
available through this network are 
A&P, Kroger, Penn Fruit, Food Fair, 
Grand Union, First National, Elm 
Farm Foods, Jewel Tea, Safeway, 
Winn-Dixie, Daitch-Shopwell, Dilbert 
Brothers, Kev Food Stores, Wald- 
baum, etc. Most popular size bag is 
1/6 bbl. (11 in. by 7 in. bv 18 in.). 
Also available: 1/8, 1/5, and 1/4 bbl 
sizes. Typical marketing areas avail- 
able are Metropolitan New York—New 
Michigan (Detroit), W 
Pennsvivania (Pittsburgh), N. Geor- 
gia (Atlanta), E. Pennsvilvania—S. New 
Jersey (Philadelphia 

For further information, contact 
Supermarket Affiliates Corp., 500 
Fifth Ave., New York 36, N.Y 


lersev, E 


Shopping Carts Go Commercial 

Another method of reaching the 
super market shopper while she is in 
the store is via framed posters 
mounted on the inside and outside 
of shopping carts. Nine hundred loca- 
tions, with an average customer count 
ot 9,000,000 customers per week, are 
available through Ad-Carts, Inc., 7730 
Carondelet, St. Louis 5, Mo. The 
cities listed as being available under 
this plan are St. Louis, Houston, Kan- 
sas Citv, New Orleans, Denver, Phoe- 
nix, Los Angeles, Sacramento, San 
Francisco, San Diego 
Stockton 


Fresno and 


Your Sales Message by Skyjector 

A new, super-powerful version of 
the prototype Skyjector in current use 
will become available in April, 1961 
The new unit will be able to project 
your sales message over four miles, 
onto buildings, walls, mountains, dams 
or low-flying clouds, in sizes up to 
4,000 feet. The new Skyjector, which 


will use film rather than glass slides, 
is scheduled to tour the 50 major cities 
in the U.S. for six months. During 
this time it will have a potential audi- 
ence of 80 million people. Current 
plan is to make it available to ten 
advertisers exclusively during this 
period, at a cost of $20,000 per ad- 
vertiser. At least 100 nights of ideal 
cloud showings are expected. 
Additional information is available 
from Dieter A. Reichhold, President, 
Automation Development, Inc., 342 
Madison Ave., New York 17, N.Y 


Brainstorming to Build Business 

A fascinating example of brain- 
storming at work is available from 
Batten, Barton, Durstine & Osborn, 
Inc. Entitled “107 Ways Super Mar- 
kets Can Build Their Own Store 
Image to Attract Customers,” the re- 
port is a summary of a meeting at 
which a panel of super market exec- 
utives, industry leaders, homemakers 
and editors met with Willard A 
Pleuthner, BBDO vice president and 
coordinator of brainstorming. This re 
port should be of interest not only to 
retailers, but to advertisers who are 
concerned with the effect of their 
products and their service on theii 
image. The report is divided into the 
following major classifications: adver- 
tising, customer aids and services, 
parking area, personnel, planning and 
strategy, lavout, 
appearance 
ideas ad- 


promotions, store 
lighting and 
Among the provocative 
vanced are the following: 


outside 


Include a box of local organization 
news within advertising. 


Include one or more recipes or 
suggestions for homemaker aids in 
each ad. 

Give calorie count on products, as 
well as the prices. » 

Include suggested menus for lunch 
and dinner. 


Mention specific in-store conveni 
ences and store services. 

Invite (and pay for) popular local 
newspaper columnists and commenta 
tors to shop the store and then give 
their personal impressions. These can 
be used in ads and commercials. 

On Sundays, allow use of parking 
lot as playground for children. 

Sell (or offer free) cup of coffee in 
the coffee department. 


On rainy days, set up canvas rain 


Sales Management 


Shows 
your 

title page 
thru 


an [acetate | window 


‘COLOR 


AMBER 
BLUE 
GREEN 


CLEAR 


OF THE 


NEW 


VISI/BELLE 


Report Cover 


An impressive, influential way 
to present: 


advertising programs 
leave-behind presentations 
training manuals 


new business proposals 
direct mail 


VPD products are sold 
by stationers everywhere. 


For a FREE 
VPD VISI/BELLE 
write, on your 
business letterhead, to: 
Joshua Meier Company, inc. Dept. SM 
Mfrs. of VPD Binders and 


Visual Presentation Products 
601 W. 26th Street, New York 1, New York 
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in Westchester 
os 
the,view is important 


WESTCHESTERS MORNING NEWSPAPER 


DAILY TRADER 


55 Church St, White Plains, N.Y 


REPRESENTED NATIONALLY BY 


RALPH R. MULLIGAN 


aw a 3 ete S ANGELE 


ORCHIDS 


Por her wil wt pee 


MORE 


TRAFFIC 
NOW 


GOODWILL 
FOR AS LITTLE AS 


WRITE TODAY! 


SALES -DIV 


TA) ORCHAWAII 


ORC HIDS OF HAWAII, INC 


305 SEVENTH AVENUE, NEW YORK 


30 WEST WASHINGTON STREET 
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sheds extending to parking lot, for 
customer loading. 
All personnel should wear name 
badges. 
a survey to find out what 
and non-customers think 
about the store's current image. 
Promote the use of pleasant aromas 
in some departments—for example, 
coffee aroma in the coffee department 


to the above report, 
priced at $1, a number of items are 
available without charge—the brain- 
storm chapter Alex Oxborn’s 
book, “Applied Imagination,” the 
“Brainstorm Panel Chairman’s Man- 
“100 Case Histories of Re 
Different Brainstorm Ses- 
sions.” You may request these from 
Willard A. Pleuthner, BBDO, 383 
Madison Ave., New York 17, N.Y 


Conduct 
customers 


In addition 
from 


ual,” and 
sults from 


P-O-P Practices Manual 

The Trade Practices Committee of 
the Point-of-Purchase Advertising In 
stitute has developed a primer or 
guide in the relationship between the 
producers of point-of-purchase mate 
rials and the his customer 
entitled “Modern 
Practices in the Planning, De 
velopment, Production and Distribu- 
tion of Point-of-Purchase Advertising 
Material,” covers the manufacturing, 
creative and merchandising roles of 
the producer, how to select a pro 
ducer, working with the 
costs of creativity, 


advertiser, 
The manual, 
Trade 


producer 
design ownership 
and allied considerations, accepted in 
dustry contractual conditions. For a 
booklet 
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free copy of this 16-page 
write to Mr. O. Morley T 
Trade Practices Committee 
Point-of-Purchase Advertising Insti 
tute, Inc., 11 West 42nd St.. New 
York 36, N.Y 


man, 


Dealers into Stockholders 


Part of the success of Plough, Inc., 
the drug manufacturer, is attributed 
to the fact that early in the game Abe 
Plough persuaded many of his deal- 
ers to purchase stock as part of “deals” 
he was offering. Many of the dealers 
thus brought into the family became 
life-long boosters of Plough products 

More and more distributors and 
dealers are including stock certificates 
among the awards in their incentive 
programs, and are thereby adding to 
the list of over 12.4 million Americans 
who own stock. 

Recently, Polk Brothers, Chicago 
appliance dealer, offered stock in 
some of the companies whose prod- 
ucts it sells—Admiral, Bell & Howell 
Borg-Warner, General Electric, RCA, 
etc.—to its 450 salesmen if they ex 
ceed assigned quotas. 
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Borg-Warner offers dealers a share 
of its stock for every $2,000 worth of 
Norge products purchased over a 
$2,500 minimum quota. 

Bell & Howell, Ronson Corp., 
Remington Rand—these are just a few 
of the companies which are creating 
a lasting bond between the company 
and the salesman or dealer by bring- 
ing them into the stock-ownership 
family. For information on how your 
company can offer its stock as a prize 
or incentive, I suggest you contact 
vour local stock broker. 


Low-Cost Showmanship 


Here is an interesting contribution 
on showmanship in restaurants, con- 
tributed by Bob Vereen, managing 
editor, Hardware Retailer, 964 North 
Pennsylvania St., Indianapolis, Ind. 

As a guy who covers all 48 states, 
I've eaten in some places that needed 
some inspiration and showmanship . . 
but occasionally have found a few 
outstanding ones. The thing that im- 
pressed me was that the showmanship 
usually cost virtually nothing, yet 
lent a nice touch. 

If you want to make an addition 
to your list of ideas, here are my s 
Lin Schuler, who runs Schuler’s in 
Marshall, Mich., serves individual 
loaves of bread instead of the tradi- 
tional hot rolls. The waitress delivers 
the loaf on an individual bread board 
it hot and Brother 
that’s merchandising a loaf of bread 
And vou can get seconds 

Andersen's Pea Soup Restaurant on 
Highway 150 between Angeles 
and San Francisco also gets mv vote 
for good merchandising. When you've 
finished vour meal, the waitress hands 
One entitles vou to a 
glass of wine in the Wine Cellar 

very authentic-looking, with much 
atmosphere This trip often leads to 
the purchase of a bottle, naturally 
The second card entitles vou to a 
cup of demi-tasse, brewed the spec ial 


cuts steaming 


Los 


vou 2 cards: 


free 


and one of their au 
thentic Danish petit fours. The coffee 
is served in the midst of “carry-home” 
baked goods, candy, ete., and adja- 
cent to the restaurant is a lovely gift 
shop. Yet no one urges you to buy 
The commercialism is noticeably ab- 
sent 


Andersen wav, 


Sales Promotion idea File is a monthly 
review of sales-producing tools and 
ideas designed to stimulate the think- 
ing of salesminded executives. Address 
contributions 


to Larry Schwartz, c/o 


Sales Management, 630 Third Ave., 


New York 17, N. Y. 
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Plastics developed by Dow offer a wide selec- 
tion of thermoplastics materials available for 
the packaging industry. On the pages that 
follow we have highlighted a few of these 
materials with emphasis on but one or two of 
their many diversified applications. Covered 
here are the advantages, for example, of 
Saran Wrap in the meat market . . . Trycite 
for fresh produce . . . Latex coated boxboard 
for better reproduction in glorifying con- 
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CREATIVE 
PACKAGING 
BEGINS WITH 
DOW 
PACKAGING 
MATERIALS 


sumer benefits, Polyethylene resin for mois- 
ture barrier coatings for paper and film, and 
Styron for table-ready merchandising. For 
almost all package designs, covering almost 
every specific product requirement in a pack- 
age, you'll find a material from Dow that will 


help you do it better. Remember, creative 
packaging begins with Dow Packaging Mate- 
rials. For full information contact THE DoW 
CHEMICAL COMPANY, Midland, Michigan. 


THE DOW CHEMICAL COMPANY ¢ MIDLAND, MICHIGAN <> 


GELATIN 


Latex, for coating materials, can make a good package 
even better, yet keep it within the confines of sensible 
cost control, Boxboard coatings with Dow Latex 630 
reproduce the package design with exciting fidelity 
and, where full-color illustrations of the product are 
used, with tempting appearance that sells the product. 
It runs equally well on offset or letterpress and its 
Xu 
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smooth surface will print bright and clean with a 
screen as fine as 160 line. Dow Latex in boxboard 
coatings gives your full-color printed package the 
advantages of clearer, sharper printability, improved 
gloss, superior pick resistance, controlled ink holdout, 


better wet rub resistance and smoother folding with- 
out cracking. 
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Polyethylene film formulated in the 
polymer research and production facilities of 
Dow are designed to fill a variety of needs in 
the packaging industry. These film resins, 
developed by Dow, have an excellent range, 
tailored slip characteristics, and are odor free 
To meet the diversification of individual pack- 


resins 


aging requirements better, there are Dow 
polyethylene resins with emphasis on impact 
strength in one case, clarity in another, or 
whatever the specific function of the package 
may most require. In addition, new applica- 
tions for polyethylene resins are now being 
developed through research at Dow. 
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Fresh produce takes on a new look, feel, and 
economical protection in crisp and clear 
Trycite®. This breathing-type film features 
the working combination of a moderate 
moisture and vapor transmission rate plus a 
high gas transmission rate, making it espe- 
cially valuable for use in tomato wraps. Also 
important in fresh produce applications are 
the consistent protective properties of Trycite 


<> 


under extreme conditions of humidity and 
light exposure. Trycite is chemically resistant, 
oriented polystyrene film with outstanding 
clarity, dimensional stability, and low cost. 
Because it does not dry out or become brittle 
with age, Trycite is recommended for window 
box applications and others where shelf life 
is an important factor in the package's 
function 


s verze 
Creare 


The new trend in merchandising food prod- 
ucts: Send it to market “table ready”! With 
a package suitable for the dinner table, the 
contents get to the table more often, too! On 


the shelves in the food markets these colorful 
table-ready packages help attract the poten- 


tial buyer’s eye. Table-ready packaging, de- 
veloped by Dow, is now possible for more 


products than ever before because of new 


> 
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thermo-forming techniques using Styron® 
These containers, designed for the dairy in- 
dustry and manufactured by a leading Dow 
customer' using a specialized fabrication 
technique, offer a wide choice of colors 
Styron meets many other types of packaging 
requirements. It can be injection molded and 
extruded for thermo-forming—crystal clear, 
translucent, opaque or color-styled. 


+ Plastic fabricator’s name on request 


The freshness and quality of meat is something you 
can see when it’s packaged in Saran Wrap*. Not only 
does transparent, crystal clear Saran Wrap let this 
fresh quality show through but it actually performs the 
highly important function of protection from the air 
As a high moisture and gas vapor barrier, grease re- 
sistant Saran Wrap locks flavor and moisture in, con- 
tamination out. Heated after wrapping, Saran Wrap 
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molds itself to the shape of the product, giving it a 
snug, luxurious feeling, contoured protection which 
eliminates air pockets. Nothing saves and nothing sells 
like Saran Wrap, and for meat—the chubs, the bacon 
slabs, the smoked butts, actually all kinds of processed 
meats—there is nothing like it. You'll appreciate too, 
the high quality reproduction of brand identification 
that is possible with this versatile film 


* Trademark 
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Do Expense Accounts 


Help Sales? 
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. . » Most top marketing men say “Yes”—but qualify. Some 
accept them as a necessary evil, even when their use approaches 


bribery. But all agree that expense accounts are here to stay. 


“In some instances, excessive en- 
tertaining—to the point of bribery— 
may be necessary if you are to be the 
successful competitor ”" So be- 
lieves one top marketing executive 

Others asked the question at the 
head of this article were more con- 
servative. But not one of the sales 
VIP’s queried by SM _ would say, 
without qualification, that expense ac- 
counts do not help sales 

The popular stereotype of the sales- 
man or sales manager equipped with 
a wallet full of gilded open sesame 
credit cards and paving fis path to 
success with lavish entertainment 
seems to be considered, largely, a 
fiction, as is the companion picture 
of the “swindle sheet” with which 
countless employees are supposed to 
be robbing their companies (or tax- 
payers) of millions of dollars. How- 
ever, not one of the men SM _inter- 
viewed voiced any doubt that expense 
account entertaining of customers is 
imbedded in our business mores and 
here to stay, whether a company’s 
management likes or dislikes the prac- 
tice 

Buying and selling are age-old pre- 
occupations, calling forth the most 
human of human traits, and the effec- 
tive salesman is one who as quickly 


as possible gets on friendly terms with 
the individual he hopes to sell. The 
expense account is one of his prime 
tools. Or so the average sales man- 
ager believes. Here are some typical 
comments: 

Expense accounts for enter- 
taining customers and prospects are 
important in the generation of good 
will.” 

It depends on the industry, 
and on the individuals you need to 
win over. In some cases it is very 
critical for success; in others neglig- 
ible.” 

a Yes, sales definitely are helped 
if expense accounts are used with 
discretion.” 

We know they help our com- 
pany to obtain sales and keep cus- 
tomers.” 
a Up to a point they are un- 
avoidable; but we do not believe that 
expense account expenditures are the 
determining factor in selling our prod- 
ucts 

With this unanimity of opinion that 
expense accounts to some degree have 
a bearing on sales results, how do 
sales executives and their manage- 
ments justify them? 

“There are occasions where, by es- 
tablishing personal contact in a social 
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atmosphere, a salesman may make 
faster headway with a prospect or 
cement a customer relationship. In 
such a case it is fair and sensible to 
invite him out to dinner or a game 
of golf or to accompany him duck 
hunting. In such circumstances the 
salesman will find out more about the 
manner of man he has to deal with 
than he could in a strictly business 
situation But this entertainment 
should be kept within bounds or a 
desire to exert influence will be as- 
sumed.” 

And then quoting Arthur E 
Schwatka, divisional sales manager of 
Foremost Dairies, Inc., who adds: “No 
one likes to feel that someone is try- 
ing to buy him.” Schwatka is among 
those sales executives who feel that 
“the benefits of expense accounts may 
be highly overrated,” that abuses ex- 
ist, and that entertainment as an ap- 
proach to a buyer should be used 
with caution. 

Another sales manager points out 
that expense account entertaining 
helps to establish a climate of confi- 
dence between salesman and buyer. 
A relationship is established that can- 
not so easily be achieved when con- 
tacts are limited to office calls. 

And remember two important ad 
vantages in your sales representative's 
getting a prospect or customer alone 
at a quiet meal, says Hugo O’Detto, 
Western regional sales manager for 
Parker Pen Co.: “He has the oppor- 
tunity to talk with his man alone, and 
he is saving time.” 

(continued on page 108) 
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O’Detto emphasizes that one prob 
lem for a salesman is getting the buy 
ers undivided attention, free from 
distractions and interruptions. In his 
office, he must be available to his 
staff and fellow executives; the tele- 
phone rings and demands immediate 
attention. Time and again, the sales- 
man’s presentation is broken into, 
often at a crucial moment, and the 
mood of expectancy or imminent 
compliance he has been inducing may 
not be restored after an interruption 
Over a good lunch a more propitious 
atmosphere prevails for getting his 
story across 

On the question of time, O’Detto 
has found that experienced profes- 
sional salesmen such as his company 
employs often will offset losses of 
time for themselves, or pin down a 
busy buyer for an hour (when other 
wise the interview of ten or fifteen 
minutes would be a concession) by 
asking him out to lunch 

“A salesman often has difficulty in 
utilizing his day to the fullest be- 
cause of delays and interruptions be- 
yond his control. The lunch hour 
affords an opportunity to offset the 
loss. The salesman skilled in plan 
ning will see to it that his luncheon 
with key people and are 
used effectively to promote the com 


dates are 


pany s produc ts.” 


Taking a customer out to lunch 
or getting him into some similar social 
situation also may help where a mis 
understanding or difficulty has arisen 
Business cannot dispense with such 
courtesies to restore good relations 
where some key individual has been 
rubbed the wrong way or, justifiably 
or unjustifiably, feels that he or his 
company has not been treated well. 


> Then there are the individuals who 
wish to be, and have to be, catered 
to if you are going to make any head 
way with them in selling. A market- 
ing executive with one of the West 
Coast’s very largest industries says it 
would be naive to ignore the fact 
that some buyers enjoy their position 
of power, expect to be wooed, even 
revel in it, and will sulk in their tents 
if the ritual is neglected. 

“There may not be many of these 
on the whole,” our marketing nan 
admits, “and I'm not suggesting that 
they could be influenced to make a 
disadvantageous deal for their firm 
because we showed them a good time 
But their temperaments are such that 
you have to make the appeal to their 
egos, to recognize their power and 
importance, and entertainment at 
vour expense is part of it. You'll meet 
such men in companies that, as a 
policy, look coolly on entertainment of 


their buyers or other key individuals 
capable of influencing placement of 
an order. You'll find them in indus- 
tries where the general temper is 
against entertainment and other uses 
of expense accounts in buyer-seller re- 
lationships. Wherever they exist in 
positions of buying power, the sales 
representative who ferrets out the 
weakness, the ego-susceptibility, call 
it what you will, has the advantage 
over a competitor who ignores it or 
refuses to play up. It’s a salesman’s 
business to understand the idiosyn 
cracies of his prospects and business 
contacts and, within reason, to act 
accordingly.” 

This same sage marketing man says 
he has seen the reverse--where fairly 
lavish entertainment in the wooing of 
customers is commonly accepted prac 
tice, but where one company in the 
industry rides a high moralistic horse 
and refuses to conform to the pre- 
vailing custom. “There isn’t a doubt 
that such a company suffers. Its sales- 
men are placed at a disadvantage in 
relation to competitors.” 

Ignoring the extremes, to what ex- 
tent are buyers influenced by enter- 
tainment? It’s a testimony to the re- 
spect won by buyers, or to their 
acumen, that hardly any sales man 
ager thought that expense accounts 
could be used to win sales if other 


AMERICA'S INFORMAL 
BUSINESS CAPITAL 


You will find at The Greenbrier the perfect setting for 


your conference, whether it be for ten or a thousand 
people. The new, air-conditioned West Wing has an 
auditorium with a 42-foot stage, new sound and pro- 
jection machines, splendid banquet arrangements, a 
theatre with a CinemaScope screen. Ready soon will 
be our new 17,000 square foot exhibit hall. For after- 
session enjoyment The Greenbrier’s recreational facili- 
ties are unsurpassed. And our staff of experts not only 
helps in planning your program, but they also handle 
the details to carry it through successfully. 


Special Winter Rates available on request. Include « 
spacious, luxurious room and The Greenbrier’s tradition- 
ally fine meals, green fees (our courses are playable much 
of the winter), swimming in mosaic tile indoor pool, mem- 
bership in the Old White Club and gratuities to service 
personnel. EFFECTIVE DEC. 1, 1960—FEB. 28, 1961. 


FOR INFORMATION write Charles L. Norvell, Dir. of Sales. 
Also reservation offices: New York, 630 Sth Ave., JU 6-4500 
Boston, 73 Tremont St., LA 3-4497 «+ Chicago, 77 W. Wash- 
ington St., RA 6-0624 + Washington, D. C., Investment Bldg., 
RE 7-2642 + Glen W. Fawcett: San Francisco, 1029 Russ Build- 
ing, YU 2-6905 + Seattle, 726 

Joseph Vance Building, MU — 

2-1981 »* Dallas, 211 N. Ervay, 

RI 1-6814 + Los Angeles, 510 

West Sixth Street, MA 6-7581. 


WHITE SULPHUR SPRINGS + WEST VIRGINIA 
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Men you want to reach 


John M. Budd, President, Great Northern Railway Company 


“Railway Age... 
reliable reporter and interpreter” 


The rapid tempo of dynamic innovations, economies, and oppor- 
tunities within the railroad industry, makes Railway Age an 
essential management tool. 

As Mr. Budd, President of Great Northern, reports, “News 
and technical information are vital by-products of the opera- 
tions of our railways and allied enterprises, and Railway Age 
is a competent, reliable reporter and interpreter of what is going 
on in these industries.” 

Railway Age is must reading for 96% of the presidents, 
97% of the chief operating officers, 87% of the chief purchasing 
officers in railroading today 
... the decision makers who 
most influence the purchase RAILWAY AGE 


of your products. THE MANAGEMENT WEEKLY 


Simmons-Boardman Railway Publications, 30 Church St., New York 7, N. Y. 


Best 
opportunity 
of the year 

to reach them: 


Railway Age 
Review & Outlook 
Issue 


January 16, 


Many advertisers rate the Annuai Re 
view & Outlook Issue of Railway Age 
the most potent single advertising op 
portunity in the railroad industry. In 
the most recent edition, 67 well-known 
companies gave it top priority on their 
schedules 

The reason: the timeliness and im 
portance of its editorial contents. Just 
16 davs after the close of 1960, the Re 
view & Outlook Issue will give railway 
executives the earliest authoritative re 
view of 1960, and a business outlook for 
1961—facts and figures supported by 
statistics of railway traffic, earnings, 
purchases, equipment orders, and sim 
ilar items of vital interest 

Plan now to take advantage of the 
extra readership and long life the Re 
view & Outlook Issue always enjoys. A 
Railway Age representative can give you 
all the details. Railway Age, 30 Church 
Street, New York 7, N. Y. A Simmons- 
Boardman Time-Saver Publication 


CLOSING DATE: DEC. 26th 
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factors did not recommend the com- 
pany and the product. The prevailing 
view is well expressed by the holder 
of a top management post in a well 
diversified industrial concern selling 
nationally. He says: “I’ve rarely 
known of a buyer who is not guided 
primarily by objective tests in evalu- 
ating the products or services pre- 
sented to him.” 

Foremost’s Schwatka, already 
quoted, echoes this wholeheartedly, as 
do many other sales managers. He 
says: “I do not believe that the buver 
is influenced or impressed by such 
subjective factors as entertainment 
He looks to the deal itself and the 
benefit to his company. A trip on a 
yacht or some other extravagant ges- 
ture might merely make him skeptical 
of the value of our products. The big 
buyer in particular prefers to rely on 
the quality of what you are offering, 
good price, excellence of service, and 
related factors. Our company never 
would make a sales approach on the 
basis of trying to ‘buy’ the buyer.” 
On the other hand, if friendship arises 
naturally between seller and buver 
normal social courtesies are in order 
this sales manager believes 

There are a few industries and sel] 
ing climates in which the deliberate 


and even intensive use of expense 
accounts to win sales are indicated, 
one sales manager suggests. 

“Generally speaking, entertaining 
is not significant in determining 
whether or not a sale is made in 90%- 
95% of the cases. It is primarily a 
matter of the kind of service you have 
to offer, quality of product, customer 
relationship, and where you stand vis- 
a-vis your competitors, that make up 
the buyer’s mind. But in the remain- 
ing 5%-10%, expense accounts can 
be a significant factor. 

“What I mean by this is that after 
a company has got that first 90% or 
95% of business, we'll say, it has ar- 
rived at its break-even point. Now 
the attainment of the next 5% or 10% 
looms large. The company may have 
to get it to make a real profit. In 
such a situation, entertainment of key 
individuals may make a difference— 
may prove crucial to the business.” 


> Another situation in which enter- 
tainment may seem to be the only 
tool a salesman can use to gain a 
competitive advantage is in an in- 
dustry where there is little or no dif- 
ference between his product and those 
of competitors. Then, one sales man 
ager admits, personal acquaintance 


and friendship, a long history of warm 
contact between seller and buyer, can 
be significant. The entrenched com 
pany will do well to use expense ac 

counts freely to hold its position 
Newcomers will be at a ieeibiattion 
and will have to work hard to break 
in if they do not do the same 

Then we have the opposite case 
of a product that is so good and so 
unique that interested buvers need 
no inducement of any sort or simply 
cannot afford not to buy. This is an 
instance in which taking the customer 
out to lunch might be pleasant, and 
a courtesy, but would have no effect 
on the sale. It’s a question of whether 
you are selling salt—or an electric 
wave detector that no one else has 
equalled. 

Granted that expense accounts do 
further sales, are there legitimate and 
illegitimate uses? Decidedly, most 
sales managers agree. Most seem to 
feel that the use of alcohol in social 
contacts between seller and buyer 
should be avoided during business 
hours or used very sparingly 

“We prefer that our own men do 
not drink during working hours,” said 
a manager with the prevailing view 
point. “If it seems friendly to invite 
a buyer to a cocktail, we feel that it 


PRESTIGE BUILDING 
for the executive 
and his family 


BEVERAGE BUTLER* VACUUM PITCHERS 
Keeps beverages hot or cold for hours 
Ideal for entertaining, “cook-outs,” ex 
ecutive offices. Handsome styling in 
choice of four color combinations 
Surf Green and White: Charcoal and 
White; Jonquil Yellow and White 
Desert Tan and Beige. Handsomely 
cartoned. Full Quart Size. Retail $6.95 
4-SEASON OUTING KITS WITH REVOLU- 
TIONARY DURA-CLAD* VACUUM BOTTLES 
Vacuum bottles with super-tough miracle 
plastic jackets. Virtually indestructible 
Molded-on handles can’t come off, ever 
Handsome water-repellent cases fitted 
with one or two Dura-Clad bottles plus 
roomy sandwich box 


RED PLAID DUO-PAK KIT. Two quart 
Dura-Clad’s, “flip top” case with handy 
zippered side pocket. No. K9226. Retail 
$14.95 


QUART DURA-CLAD ONLY. Retai! $3.50 


*T.M 


many other style 
outing kits available 
from $8.50 to $19.50 retail 


Through Your Distributor, or inquire: 
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ALADDIN INDUSTRIES, INCORPORATED, NASHVILLE, TENNESSEE 


October 7, 1960 


Are You Satisfied 
with Your Sales to the 
Oil and Gas Pipe Line 


Industry? 


Even your best salesman can be more productive when your advertising, 


cataloging and direct mail are coordinated and directed to the same audi- 


ence. Read how the new GPC Marketing Plan can assist you in reaching 


the greatest concentration of buying power in this specialized industry. 


EFFICIENT INDUSTRIAL MARKETING requires coordi- 
nation of your advertising, cataloging and personal 
selling. Each must be designed to accomplish its 
major function most effectively and economically. 
This is particularly true when selling to the pipe 
line industry. 


The GPC Marketing Plan, a new concept in publish- 
ing service, offers you the ideal way to accomplish 
this coordination. Here’s how: 


For your advertising, use Pipr Line INpusTRY 
magazine to reach the largest concentration of pipe 
line buying-power circulation, developed among the 
key industry personnel who use the Pipe Ling Cata- 
LINE 
INDUSTRY, you can precondition prospects with the 


LoG. By placing your sales story in Ptpt 


advantages of your products, help open more doors 
for your salesmen, reduce selling time, stimulate 
productive inquiries, and refer prospects to your 
buying action catalog in Pipe LINE CATALOG. 


For your cataloging, use Piper Line CATALoG to 
place your pre-filed buying action catalog data into 
the hands of thousands of key buying-power men all 
over the world, in pipe line companies, engineering 
groups, purchasing departments and contracting 
firms. In doing this, you are using a catalog method 
with proven effectiveness, a method preferred by your 


prospects. This can result in important buying actions 
in your favor, opening more selling opportunities for 
your men. Your product information is instantly 
accessible to prospects at any hour, day or night. 
You can get inexpensive reprints of your buying 
action catalog to supplement your selling catalog. 


For your direct mail, use the mailing service to the 
distribution list of the Pipe LINE CATALOG to mer- 
chandise any changes in your product line, prices, 
distribution methods or sales program. This list of 
pipe line buying power, the only one of its kind, is 
continually maintained at considerable expense, but 
is made available to PLC catalogers at lower-than- 
usual direct mail costs. 


By using the coordinated GPC Marketing Pian for the oil 
and gas pipe line industry, you can economically con- 
centrate your advertising, cataloging and direct mail on 
the largest documented buying-power audience available, 
a distinct advantage to your sales force. Ask for details. 


PIPE LINE INDUSTRY / PIPE LINE CATALOG 


MARKETING PLAN 


World's Lergest Specielized 
Publisher te the Oil industries 


GULF PUBLISHING COMPANY 


P. O. Box 2608 © Houston 1, Texas 
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is best to schedule such entertaining 
ifter business hours. Having picked 
a prospect he would like to know 
better, the experienced salesman will 
make his call so as to end up around 
5:30 and then invite him out for a 
drink.” 

Night club entertaining is regarded 
as inadvisable in instances if 
only because it keeps salesmen out 
late and unfits them for work bright 
and early the morning. 
“We consider any type of entertain- 


most 


follow Ing 


nent, over and above normal socia! 
ourtesy, to be an illegitimate use of 
the expense account,” was a prevail 
ing stand 

Should managers be allowed more 
leeway than salesmen? In most cases, 
“No, was the general opinion of those 
vho were asked this question Parke 
Pen Company's Hugo O’Detto voiced 
the attitude of most sales executives 

A sales manager ought to be as 
uutious as he expects his own men 
to be in the utilization of an expense 
wccount I feel that the manager 
should set the men a good example 
When I entertain, I do it along with 
the man in the field. And I do not 
go overboard M\ 


experienc e has 
been that sales 


managers and branch 
expected to control 


expen closely as the men.” 


nanagers ire 


On the other hand, sales managers 
do make a good many high-level 
friends in management of buyer con 
cerns. This is a normal practice so 
that the time of the field representa 
tives is not taken up W ith non-produc . 
tive contacting. Entertainment at this 
level may become a bit more expen- 
sive, managers feel, and it does con- 
tribute to a good climate between a 
company and its customers 


> Do companies feel that they have 
any way of measuring results? Not 
specifically, it is generally conceded 
“We measure results by the per 
formance of the men in relation to 
their expenditures,” is one comment 
Another: “We have a certain pattern 
of expenses which we balance against 
results in general. The best measure 
we know of is to look at a man’s ex 
penses in relation to his attainment 
of quota. Has he justified his ex 
penditures in terms of business ob 
tained?” 

with 
knows when the account is being used 


“A supervisor experience 
injudiciously or taken advantage of,” 
Says another 
lop management develops a sense 


me manager observes 


of which individuals or branches are 
using expense accounts honestly and 


effectively People who commit 


abuses, whose sales results are not in 
keeping with expenses, soon learn 
that they do not get to higher levels 
of responsibility.” 

“The men employed by us are 
trusted, experienced professionals,” 
still another man comments. “They 
soon learn what their expenses should 
be. If they could not determine that, 
we would hardly be keeping them on 
our staff.” 

Nevertheless, it is admitted that 
men do get carried away, that abuses 
do occur if management 1s lax in con 
trol What measures are 
normally used to ensure proper and 
effective use ot expense account 
money? Here are some of the ways 

“We keep records of each man’s 
expenses, by the week, the month and 
the year. Supervisors and top sales 
management can tell at a glance if 
expenditures are normal or abnormal, 
and if the latter, correct it.” 

“It is difficult to determine that 
such-and-such expenditures have re 
sulted in such-and-such sales or good 
will,” another manager admits. “In 
selling, a man is building a program 
He takes logical steps whose ultimate 


control 


be cumulative and may 
As we 
utilization of 
expense accounts, comes under plan 


results may 
not show up fully until later 
see wt, entertainment, 


why not give him 
something he wants? 


Four (count ‘em!') four cigarette lighters 


and he 


doesn't even smoke' 


(He got five last 


Christmas’) 

How can you avoid this duplication . . . make 
sure that your gifts will be wanted ... needed. . . 
and appreciated? The answer is Select-A-Gift . . . 
the prestige gift program that lets the recipient 
select his own gift 

Select-A-Gift is easy for the giver sure to 
please the receiver. In fact, it's the one perfect 
answer for all gift-giving occasions all year long 

You name the price ($2 to $500). Recipient 
selects his gift from an attractive full-color booklet 
picturing and describing the high quality gift items 
from which he selects, including a wide selection 
of magazine subscriptions. No prices are men- 
tioned, of course —and all details are handled 
with utmost finesse and dignity . a crowning 
reflection of your good taste. 

For complete details about Select-A-Gift, the 
sure-to-please prestige gift program, write today 
on your letterhead. 

Ideal, too, for Service Awards ¢ Sales Incentives 
(Merchandise and Travel) ¢ Birthday Programs 


Select AGift® 


Dept. 23 

Ist Avenue North at 13th Street 
Birmingham 3, Alabama 
Telephone FA 3-6351 


ko Was 
wat. 
Le ts 
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Best reason in the world for holding your 
next convention in PITTSBURGH 


The PENN-SHERATON Hotel 


In the heart of the city, under one roof... ey 
20,000 square feet of air-conditioned meeting | - IL | 
ntttl in a blow motuenizes setting 

) ES 


= — 


One of the world’s largest and 
finest hotels. Here are 26 stories of 
spacious accommodations and serv- 
ice with a capital “‘S”’. 

Also 4 new restaurants and 
lounges including the famed Harp 
and Crown and Riverboat Room. 

For convention space, there’s an 
entire city block of meeting rooms 
ranging in capacity from a cozy 25 
to commodious connecting ball and 
banquet rooms accommodating 
2100. 

All in all, the Penn-Sheraton has 

Hftt ser. twenty-seven function rooms, eight 
' iil i of which seat up to 100. The expan- 
WH Ht Wi I sive Pittsburgh Room seats 650 and 
| features stage and complete exhibi- 

tion facilities. 

Drive-in elevator entrance for 
cars, trucks and heavy equipment. 
10,000 feet of storage space for ex- 
hibit and display materials. 

Just 3 blocks away the new public 
auditorium, which opens in 1961. 


For more details, contact Mr. John Johnson, Sales Manager at the Penn-Sheraton, or 
Mr. Paul Mangan, Sheraton National Convention Manager, at the Sheraton-Park, Washington, D. C. 


SHERATON HOTELS Coast to coast in the United States and in Hawaii and Canada 
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RECORD 4 HOURS... 
play back immediately 


on battery-operated, pocket-size 


miniton: 


Imagine! On the Minifon 

P 55L you can now record 

up to 4 hours on a single 

magnetic wire spool no larger 

than a silver dollar—or on the 
Minifon Attache’, up to one hour 

on a magnetic tape magazine, smaller 
than a post card. 


You can record anywhere—on the go—car 
— plane —train — hotel —home—office. You 
can record conferences — interviews — reports 
—speeches, etc. 


MINIFON IS THE ONLY LINE OF 
POCKET-SIZE, FULL FEATURE RECORDERS! 


All are pocket-size, battery or AC operated 

—with automatic push-button control. Available 

are ear phones and foot pedal control, 

special microphones for every recording need, 
speakers for play back to large groups. MINIFON 
can be used in conjunction with your present recording 
equipment. You can re-use magnetic tape or wire 
thousands of times! 


MINIFON P55 RECORDER World Famous! 


Up to 4 hr. recording and playback on a single reel 
of magnetic wire, anywhere, anytime. Size: 3's" 
x 6'Vie” x 1%" — Weight: 1% Ibs. Many spe- 
cialized 

accessories 

available. 

on 


MINIFON ATTACHE New!} 

The ideal all-in-one machine for re- 

cording, dictating and transcribing. 

60 or 30 minute instant load mag- 

azine-tape. Fast forward-fast re- 

wind. Stop-start microphone. For the Size: 3'%e" x 6's" x 1%e". Weight: 
man-on-the-go. Also for office use. 2'% Ibs. 


‘J Geiss-America Exclusive U.S.A. importers, 
—// Chicago 45, Il. DEPT. SM-10 
Please send complete information on MINIFON RECORDERS. 


Wi RE +O iad for Our Own Use Dealer Franchise 
D ETAI LS ! Nome 


Name of Company 
DEALERS—a few ase 
valuable franchises open — 


City 
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ning. I require my men to submit 
their itineraries to me for two weeks 
in advance. This shows me where 
they are going, what they are doing, 
who seeing; it often gives perspective 
to entertainment expenses.” 

One highly placed marketing man 
says that control of expense accounts 
at both supervisory and management 
levels is necessary. He believes that 
details should be primarily the re 
sponsibility of the district sales super 
visor. “But no matter what controls 
vou have, people are going to cheat 
If a salesman wants to augment his 
income he'll find a way. You can't 
control petty thievery The good 
sense of the men’s immediate super 
visor is the best control in the long 
run “4 

Is the expense account here to sav? 
Or are there alternatives in making 
friends (of buvers) and influencing 
sales? 


> We are not likely to get away from 
it. Being nice to people from whom 
vou hope some advantage is as old 
as humanity. “But we could use a 
little more imagination than we norm 
ally do,” suggests one sales manager 
“In my experience, squandering a lot 
of money on a customer or prospec 
tive customer may prove far less effec 
tive than some act of genuine kind- 
ness or thoughtful personal attention.” 
He gives two true examples: 

A valuable customer was in the 
East on a mission that to him was an 
ordeal. He was a shy man, receiving 
an award, and obligated to make a 
speech. The company’s salesman who 
had been working with him knew of 
this and sent him a cheering tele 
gram. Customer was touched and 
never forgot the thoughtfulness. He 
hadn't even known that anvone other 
than his immediate associates even 
knew where he was or the reason for 
his trip 

\ kev man on a ¢ ompany 's prospec t 
list bought a home. The sales man 
ager, a friend of his, had just acquired 
a new camera. Eager to trv it, he 
went out to his friend’s new home 
and took a raft of color shots, had 
them printed and sent them to the 
proud home owner 

“The cost of that small act was 
something like five or six dollars,” the 
sales manager smiles, “but he was 
more thrilled and delighted than if 
I'd spent many times that amount on 
some meaningless entertainment for 
himself and his wife. Interest had 
been shown in him as a person—not 
as a buyer!” 

In short, from the point of view of 
its value as an aid to sales, the ex- 
pense account is as good as the man 
and the organization using it. 


What Really Motivates 


It’s not awards that make the difference in motivation, or pep 


talks, or even bonus schemes. Real motivation comes only through 


certain basic relationships between a man and his company. 


By EUGENE WHITMORE 


Several thousand sales executives 
would sleep better and stop worrying 
about motivating salesmen if they 


would ask themselves 


1. Why do we want to motivate 
salesmen, anyway? 


2. What is it we really want to 


motivate them to do? 


I have never been able to obtain 
the same answer from any two sales 
managers when I ask them why they 
worry so much about motivation. Nor 
have I found any two sales managers 
who come up with a similar descrip 
tion of oul aims in their programs 
for motivating salesmen 

Do we want to motivate salesmen 
to work harder? Do we want to moti 
vate them to cease and desist from 
all-night crap games and from sleep 
till-noon days? 

Are we worrying about motivating 
them to beat last month’s record, last 
vear's averages, to open more new ac 
counts or to quit flirting with a com 
petitor’s job offer? 

And what are we using for motiva- 
tion? Compensation-plan gadgetry, 
bonus schemes, prizes, contests, award 
plaques, brainstorm sessions, or pep 
talks? 

Before any plan or a of 


sales motivation can succeed, we 


must determine whether we confuse 
momentary incentives with permanent 
and genuine motivation. We must 
define and decide on the kind of 
sales organization we are attempting 
to build 
range upward sales trends or are we 
content with a constant series of fits 
and starts, boom-or-bust type of sell- 
ing? 

With the right attitude and the 
right conditions, motivation of sales- 
men should not be forced to lean 
upon some contrived or patent plan 
If we screen applicants to eliminate 
all but men who are inherently cap- 
able, we are not harassed with the 
problem of attempting to motivate 
men whose abilities, backgrounds, or 


Are we shooting at long- 


attitudes erect barriers against any 
kind of motivation 

When we come up with any plan 
or attempt to improve motivation, the 
first question should be, “Would this 
plan stir me to action?” If the answe1 
is “ves,” we can stop worrying about 
nearly all elaborate schemes. Ou 
motivation is built in 

Some motivation gadgets resem- 
ble the chrome on automobiles, which 
is of little value when a fuel line is 
clogged. Despite the derivation of 
the word itself — motivation — some 
management men forget that it takes 
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Salesmen? 


real motive power, what engineers 
call “prime movers,” to create marked 
or permanent upsurge in a salesman’s 
will to rise above mediocrity 

Psychologists often speak of moti- 
vation in depth, reaching the basic 
areas of motivation. Here are five 
factors basic to any sound and per- 
manent system of motivating sales- 
men: 


1. Pride in Company 


You cannot buy motivation. When 
a salesman hands in an application for 
an honest job selling an honest prod- 
uct, he offers excellent evidence that 
money does not mean everything to 
him. Otherwise, he would have a job 
selling uranium stocks or soliciting 
funds for a fake charity. He is, at 
least to start, interested in an honest 
effort to earn a respectable living 
That’s basic and needs no more com- 
ment. 

More than anything else, the sales- 
man wants to cherish the deep con- 
viction that he is working with a 
company and with men committed to 
give him and his customers a square 
deal — above and beyond legal neces- 
sitv. You say, “Everyone knows that 
Tell us something new.” Trouble is 
both parties management and a 
salesman — may entertain different 
ideas of a square deal. At first, the 
salesman’s idea may form around 
petty and minor details which man- 
agement overlooks 

An example: When a_ plumbing 
supply salesman recently listened to 
a dealer complaint that a 10-year- 
guaranteed water heater failed before 
its second birthday, he promised the 
dealer quick adjustment. But when 
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he reported the incident to his sales 
manager, the answer was, “We know 
about that case. The customer is at 
fault. He didn’t mail in the numeri 
cally numbered half of the guarantee 
certificate for registration by the man 
ufacturer.” 

The salesman replied, “If vou and 
the manufacturers we represent are 
going to stand on such flimsy tech 
nicalities I've had it.” 


The sales manager got busy, tele 


, count me out 


declared 
iis intention of dropping the Lne if 


phoned the manufacturer 
} 
idjustments were not made 
A week or two later when the sales 
1an received authorization to replace 
“You know, I'd 
go to hell and back for a company 
like mine.” 


Here, even though the company 


the heater, he said, 


lid need a slight shove to action, is 
what we might call built-in motiva 
tion. Extend this “principle above 
technicality” theme to the thousand 
and one opportunities for a differ 
ence of ypinion ind, if the companys 
maintains high principles motivation 
s automated 


2. Confidence in Top Management 
Salesmen worthy of representing a 


good company need to enjoy an in 


tense pride in the knowledge that 


they work with a high-principled com- 
pany — or with someone who is the 
company to them. This means that 
someone fairly high in company eche- 
lons must show himself and associate 
with salesmen. This is not to say that 
Ralph Cordiner must devote his time 
to visiting salesmen. But it does mean 
that someone who knows Mr. Cordi 
ner — or who knows someone who 
knows Mr. Cordiner ~ must maintain 
contact with General Electric sales 
men to impart information that the 
head of the company is a man of 
vigor, vision and integrity and, above 
all, a human being—a fellow who puts 
his pants on one leg at a time, even 
as vou and | 

Though our salesmen are no longer 
interested in tales of miracle men 
they do want to feel that their future 
is guarded by a man of considerable 
ability 

When 
their company and its management 
knows exactly where it is headed 
what it wants to achieve, and utilizes 
strict policies to propel it steadils 
toward announced goals, we have an 


salesmen understand that 


other powerhouse of sound motiva 
tion. Much more than we sometimes 
realize, salesmen are quick to iden 
tify weak polic 1es temporary expedi 


ents, and opportunism no matter how 


management tries to rationalize com- 
pany actions. 


3. Confidence in Future 


A problem especially baffling to 
small, tightly held companies is the 
obviously small opportunity for sales 
men’s advancement up the ladder to 
secondary and then to primary execu 
tive assignments. Obviously, in any 
company there is not room at the top 
for every salesman. But this does not 
mean, conversely, that every mature 
salesman is well along toward the 
barriers of a dead-end street 

Frequently, it is good motivation 
to offer salesmen a stock purchase 
plan which, if followed, may lessen 
the perils of improverished maturity 
With all the insurance retirement 
plans available, almost any company, 
even one for which a formal pension 
plan is not suitable, can assist and 
guide a salesman into future financial 
planning which will stop his wife 
from asking, “Why cant we save 
something for our old age?” 

Some companies have worked out 
successful plans for adding a substan 
tial amount to a salesman’s insurance 
as a reward for quota busting each 
yea, 

Young men impatient to advance 


ipidly may show little interest in 


Now—EASTERN’S Flying Freighters offer 


OVERNIGHT 
DELIVERY 


New York—Miami—San Juan 
New York—Atlanta—New Orleans—Mobile—Houston 
Chicago— Atlanta—Miami—San Juan 


@ Reserved space on every Freighter flight. 

@ Pressurized and temperature-controlled. 

@ Flights daily except Saturday and Sunday nights. 
@ Pickup and delivery service available. 


In addition, Eastern offers freight space on over 400 daily passenger 
flights —including DC 8-B Jets and Prop-Jet Electras—to 128 cities 
in the United States, Canada, Bermuda, Puerto Rico and Mexico. 


For Information and Freight Reservations, call your 
Freight Forwarder, Cargo Agent or Eastern Air Lines. 


EASTERN/AIR LINES 
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Tna5Al 


Compantes use 
Dale Carneste 
sales training ¢ 


During the past ten years, 541 companies have opened the 
way to Dale Carnegie Sales Training for their salesmen. 


The basic reason was the same for all these firms. It 
applied whether they sold a product or service to industrial 
or consumer markets 


Each of them wanted their salesmen to develop pro- 
fessional selling abilities and attitudes. 


The Dale Carnegie Sales Course drills each salesman 
in techniques that make more sales. These techniques give 
him confidence in his selling abilities, teach him to keep 
track of every phase of the sale, so he knows how to handle 
the objections his prospect makes. For marginal men as 
well as good producers, this can mean higher sales volume, 
more profit per sale. 


Get full details on our training methods and results. 


Please address your inquiry to: 
THE DALE CARNEGIE 
SALES COURSE 


SUITE 115S, 15 WEST 46TH STREET, NEW YORK 


DALE CARNEGIE Offices in principal cities 


NEW—“THE BIRD DOG BREAK,” an added incentive for 
your salesmen to develop selling skills. During each session, 
“time-out” is taken for all class members to exchange pros- 
pects. This provides a source of leads for your product or 


service that continues long after the Course is finished. 


Here’s what the Dale Carnegie 
Sales Course teaches your salesmen: 
8 ways to organize and prepare himself for his selling day. 


4 ways to build and keep his enthusiasm for your product 
or service. 


5 things to do before he makes a call, to make sales easier. 
6 ways to make more profitable use of his selling time. 
3 ways to find the right person to sell. 
11 ways to make the prospect listen. 
6 ways to speak a more convincing selling language. 
9 ways to get prospect to believe in the benefits he offers. 
8 principles of deep-buying motivation. 
6 ways to ask the right questions in answer to objections. 
7 ways to spot the buyer's signs of satisfaction. 


3 ways to time his close. 
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retirement plans. But getting them 
started on a sound plan can give them 
strong motivation to exert themselves 
to build up retirement assets, espe- 
cially as each year brings a cooling 
in the fires of youth. Encouraging 
salesmen to plan their careers is ex- 
cellent motivation. 


4. The Father Image 


To borrow a term from the psy- 
chologists, salesmen must feel they 
are members of a business “family” 
and that, in times of stress, this fam- 
ily will be understanding 


The salesman’s “family” image may 
be built around the company as a 
whole or around his “gang” at the 
branch office. And his “father” may 
be the company president, the divi 
sion manager, his product manager, 
or sales manager. 

We are walking tightropes when 
we talk about family and father 
images because the very moment an 
executive begins a planned or con- 
scious effort to act fatherly, even to 
boast about it, there's critical danger 
of pious paternalism. 

A family and father image results, 
not from talking about it, but from 


FIRST 


in Cleveland in 
FINANCIAL 


ADVERTISING* 


TH in America in 
TOTAL Advertising 


Cleveland PLAIN DEALER 


& Woodward, Inc., New York 


Represented by Creamer 


an Francis 


* Source; Media Records 


118 Sales Management 


and Los Angeles. Member 
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the knowledge that an occasional 
error will be forgiven without harsh 
criticism. It thrives also when man- 
agement refrains from hasty, whimsi- 
cal, arbitrary or vague rulings or sud- 
den changes in his he scheduling 
or territory. In a well-motivated or- 
ganization, en must curb 
its frequent impulse to begin every 
communication with “Effective At 
Once,” unless it clarifies the reason 
for an emergency. 


5. Knowing How He's Doing 


Much worry and apprehension by 
salesmen can be avoided when man- 
agement gives each salesman a clear 
picture of the measuring stick it ap- 
plies to his work. Mere recapitulation 
of his sales is seldom sufficient. He 
needs to have a longe-range viewpoint 

A written, tailor-made job descrip- 
tion is an excellent motivator. But it 
must be tailored to the salesman’s 
own territory. Not that the basic job 
he must do is different but, in one 
territory, the company may need new 
accounts more than anything else, 
while in a neighboring territory the 
right kind of accounts may be the 
need. 

Worry by salesmen over whethes 
or not they are obtaining a fair share 
of the industry's total billing, whether 
the average size of their orders is 
good or bad, stymies men. The prob- 
lem of measuring achievement helps 
to give a salesman a sense of direc 
tion. He must know when and why 
he is doing a sound job—or a bad job 

and must understand that his and 
the company’s vardsticks are similar 

I am asked constantly for plans 
which will motivate salesmen, only 
to find that motivation would be vit 
tually automatic were it not for a set 
of conditions beyond the sales execu 
tive’s control which frustrate every 
attempt to motivate salesmen 

Number one on the list of road 
blocks which stall motivation are the 
company people who so frequently 
stand between the sales manager and 
his men. These may be the company 
president himself, or his treasurers 
accountants, office managers, the 
newly appointed systems and proce- 
dures director, or the ndvnaee 
credit manager 

One of the world’s famous military 
commanders once wrote: “A general 
should never attempt to do his staff 
work, nor should he let his staff get 
between him and his men.” 

Sales executives must, like generals, 
rely on a staff for many tasks and 
some responsibilities. And because of 
this, they must maintain eternal watch 
to prevent staff members from getting 
between them and their men. ® 


readers pay attention to TV Guide 


Selectivity is the dominant characteristic of 


the TV Guipe audience. That is one of the 
major findings of the recent depth study of 
the magazine’s audience conducted by 
Dr. Burleigh B. Gardner, Social Research, 
Inc. The vast majority of the TV Guipt 
audience read the magazine from cover to 
cover because—to them 
IS an active pursuit 


television viewing 
They are concerned with 
how they spend their leisure time. They are, 


For a de tailed report on the Gardner Stud 


in fact, “the most determinedly rational 
consumers of TV...” And their selectivity 
extends beyond their viewing. They tend to 
pick and choose in other areas. They insist 
on facts. They deliberate. More to the point 
—they pay attention to advertising (which 
consistently high Starch scores document). 
And that is one explanation for TV Guipe’s 
24% advertising revenue increase this year 
to date over last. 


, call your local TV Guipe office or write TV Guipe, Radnor, Pa. 
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Guide Your Dealers To Better 


That’s what Royal McBee did. The company set out to teach its 


typewriter distributors (or dealers) how to manage their busi- 


nesses better and make greater profits. The result was a blue- 


print for a successful program almost any firm could adopt. 


RE 16% of your distributors (o1 
A dealers) selling vour merchandise 
at a loss without even knowing it? Are 
thev all ignoring expenses to the point 
of ruining any possibility of a fair 
profit? 

Companies that conduct their sales 
operations through dealers or distri- 
butors, whether largely or only in 
part, have for 
problems 


years faced such 

The all-important incentive for a 
dealer or distributor to expand his 
business and increase sales—and thus 
increase sales for the parent company 
—is to earn a fair profit on the sales 
dollar. But how do vou teach a dis- 
tributor or dealer to manage his 
business so as to achieve this profit 
objec tiver 


® Many dealers and distributors first 
“got their feet wet” in their particu 
lar business—whether selling type- 
writers, home appliances, small ma- 
chine tools, or auto parts—on the sales 
staff of the parent company. Most of 
them were successful salesmen be- 
cause they had drive, initiative, and 
self-confidence. These were the same 
characteristics that provided the 
original motivation for them to step 
out on their own, and become inde- 
pendent businessmen 

But a good salesman is not ne 
cessarily 


dane business matters, such as budget- 


familiar with the more mun- 


ing and financing, inventory control, 
personnel supervision and training 

About a vear-and-a-half ago Royal 
McBee Corp., Port Chester, N. Y 
undertook a program to guide its 
distributors in improving their profit 
performance 

Roval McBee first assessed the 
problem. The company is the largest 
single producer of typewriters in the 
U.S. Its office machines, both manual 
and electric, are sold through both 
direct sales offices—numbering about 
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100—and a network of just under 800 
distributors. A substantial percentage 
of the company’s total sales of office 
typewriters are accounted for by the 
distributors, who also market its 
office-copiers and typewriter supplies 
to consumers and business. 

In an effort to pinpoint the key 
problems facing distributors, Roval 
McBee surveved a number of dis- 
tributors selected at random. Among 
the findings: Not a single distributor 
checked in the survey was keeping 
his expenses, as a percentage of sales, 
at a level which would return a fair 
profit. And 16% of the time the dis- 
tributors were selling merchandise at 
a loss without even knowing it 

As a result of this survey the com- 
pany developed a bulky looseleaf 
volume entitled “Roval Distributors 
Guide to Profits,” which was given to 
each distributor 

This volume runs the gamut from 
a check list for a distributor opening 
his business for the first time to busi- 
ness record keeping, to self-develop- 
ment and advanced training. Its 
greatest value lies in four areas which 
can significantly affect a dealer's or 
distributor's profit—almost regardless 
of what type of merchandise he is 
selling 

Since the program was initiated, 
Royal McBee reports benefits both 
for itself and its distributors: 

® Distributor morale and brand 
loyalty have increased as a result of 
his feeling that the home office has 
his interest at heart 

® Distributors have increased 
profit by cutting back on low profit 
lines, thus giving more time to the 
Roval typewriter franchise. 

© Two-way communications be- 
tween the field and the home office 
on mutual problems have greatly 
improved 


@ Many distributorships that were 
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operating marginally before the pro- 
gram was started were able to in- 
crease profits within 30 to 60 days. 


e According to a random sample 
survey, the average distributor has 
been enabled to increase profits al- 
most $1,400 annually through control 
of variable expense, better inventory 
control, establishment of time stan- 
dards for service men, as well as other 
economies. 

To achieve these objectives, here 
is how Roval McBee guided its dis- 
tributors in meeting the key problems 
of budgeting, inventory control, 
planned sales promotion, and _per- 
sonnel recruitment and development. 
Here is what almost any company 
can tell its dealers or distributors. 


Budgeting for Profit 

Most distributors have neither the 
time nor the resources to develop and 
work with a complicated budget. But 
any dealer or distributor can assess 
his position objectively and develop 
a streamlined, simple budget. If fo 
lowed, it will provide the essential 
path to a solvent business and in 
creased profits 

Planning is a_ vital 
budgeting for profit. 

The first step is to forecast your 
estimated sales and determine a real- 
istic profit objective, by departments 
and for the whole business. The fore- 
cast should include both long- and 
short-range estimates and goals 


element in 


For example, take a good look at 
your market area. Such factors as 
growth in population, or increased 
industrialization, will materially affect 
the sales of your product lines. From 
this, determine whether the demand 
for each of the products will increase 
or decline during the next year and 
the next five vears 

Such estimates will be reflected in 
budgeting of certain controllable ex- 
penses, such as whether to take ad 
vantage of the economies of a long- 
term lease on your store, or to pass it 
by to allow for early expansion into 
larger quarters 

The next step is the actual making 
up of the budget. This should be done 
at least 30 to 60 davs before the 
budget goes into effect, so that vou 
can start controlling your expendi- 
tures, and actually living within your 
budget, from the very first day 

As a guide to budget preparation, 
Roval McBee made a survey of suc- 


Profits 


cessful distributorships, each of which 
was producing a profit of at least 
10% before taxes. (A summary of 
their operations is shown on page 


The kev to a profitable business is 
found in the charge to “expense” of 
35.5%. This is really the overhead 
charge for operating a business. It 
breaks down into payroll expenses, 
fixed expenses, and controllable ex- 
penses (see the expense analvsis on 
page 118) 

These percentages reflect national 
averages of expenditures by success- 
ful distributorships By adhering to 
them a distributor should be able to 
show a healthy profit. In its own 
case, Roval McBee found that after 
this “Guide” was made available, 
distributorships that were very close 
to operating in the red were able to 
increase their profits sharply within 
1) to 6O davs 

There is very little that the average 
distributor can do to decrease the 
percentage of expenses which go to 
payroll (18.6%) and to fixed expenses 
(3.6%), other than to adhere meticu 
lously to the going rate and practice 
in his own area 

( ontrollable expenses however 
represent the area (13.3%) where the 
difference between profit and loss is 


a hieved 


® Take the categ “advertising,” 
for example. To see how you rate 
with the national average, divide 
vour gross sales by your advertising 
expenditures. If vou are doing a busi- 
ness of $100,000 a year, and your 


advertising expenditures amount to 
$3.500. vour ad budget is 3.5% of 


iis Scnquealh-te Ge Ronll Gil More Efficient Record Keeping 
eTs average ot 2 1% 


If this is true in your case, your The records shown above are an important part of Royal 
advertising budget ma be higher 


McBee’s program to guide its distributors in improving their profit 
than is really necessary. Look around 


erformance. 
for wavs to make it more P 


Once this is done, perhaps you can 


Royal McBee designs and buys forms for distributors’ sales 
trim the actual dollar expenditure 


: , , orders, rental agreements, maintenance agreements, in-and-out 

‘ i the si » 4 nique . ‘ , ‘ 

ge + “ abl —— orders, repair estimates, service reports, and many other functions 

o all the other controllable expenses . e : s . . . 
Rioctiiner int in which R at Mi for the normal business operations of its distributors. The distribu- 

mane area th nen OVe i . 
Bee found its distritors were wn tors then buy the forms at cost from Royal McBee. 
consciously letting profits slip was 


The results: uniform and more efficient record keeping; and, 
pricing. This was true almost entirely 


therefore, more profitable operation of the distributor's business. 
in areas where the distributor was 


setting his own price rather than in The forms were designed and produced by Royal McBee’s Data 


the case otf new merchandise, which Processing Division. 


carried a manufacturer's suggested 
retail price 


Take the example of a used type 
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writer, although it could well be 
almost any other product, new o1 
used. The distributor knows the ma- 
chine cost him $70, plus $20 worth 
of labor to put it back into condition, 
and $9.67 worth of spare parts. To 
set a price, he figures, “I'll put in a 
$25 bill for myself.” Total cost: 
$124.67. 

The result: minimum profit. 

What the distributor must learn to 
do is to look at profit from the reverse 
standpoint, and set a price which will 
return him a fair share over and above 
his total expense. In this case the 
problem is worked backwards, and 
it is a technique any distributor can 
readily learn. 

First set an estimated retail price, 
and then calculate as follows: 

Estimated retail price of used type- 
writer — $135.00; less total cost of 
handling, including labor or gross 
expense (35.5% of $135) — $47.92; 
equals gross profit without cost of 
goods — $87.08. Subtract cost of 
goods — $70.00; equals net profit 
before taxes — $17.08, or 13%. 

This typewriter has been realisti: 
ally priced. 


There are other ways, too, to con- 
trol the expenses that can make the 
difference between the red and black 
ink: 

© Spell out a firm policy on tele- 
phone usage, particularly as regards 
long-distance calls. Telephone selling 
techniques have been greatly improved 
but they are still no substitute for 
face-to-face contact, or even the writ- 
ten word. 

@ Sit down with a professional in- 
surance agent and analyze your cov- 
erage. You may be carrying the 
wrong type, or too much for your 
situation, or not be covered at all in 
a crucial area. 

@ Review your accounts that are 
frequently more than 30 days ony 
due. If you carry these as book bal- 
ances long after they become worth- 
less, vou may very well find it's too 
late to take the tax deduction due 
vou 

@ Review your investment in busi- 
ness property, trucks, mechanical 
equipment, and store fixtures peri- 
odically to make sure that they are 
written down and that you obtain 


Total Payroll Expense 
Controllable Expenses: 


Motor vehicle expense 
Shop and other supplies 


Telephone and telegraph 
Advertising 


Travel and entertainment 
Maintenance 


Miscellaneous 


Fixed Expenses 
Depreciation 
insurance 


Taxes 


Gross Expense 


Distributor’s Expense Analysis 


Rent, heat, light, power, water 
Stationery, office supplies, postage 


Freight expenses and cartage 


Lega!, collection, and auditing 
Dues, subscriptions, and donations 


Total Controllable Expense 


Total Fixed Expenses 


% of Sales 
18.6 
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oh months ago Ollie came to me and said, ‘Do you 


know the New York News has more high 


imcome readers than any other New York paper, and bette1 
than a half million in over-$10,000 families — more than 
three million in the over-$5,000 families?’ So we started 


to use the News heavy, and it’s paying out fine!” 
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the depreciation allowance to which 
vou are entitled. 


e Allot yourself a regular salary 
for managing the business. If you say 
it makes no difference whether or not 
you draw a regular salary, since your 
“take” is the net profit anyhow, this 
omission can give you a completely 
erroneous picture of your actual over- 
head expense and result in unprofit- 
able pricing. 

e Establish the practice of draw- 
ing up a profit and loss statement 
every month, so that selling prices 
and service charges can be brought 
into line with changing costs without 
delay 


Inventory Control 


A distributor's inventory represents 


a substantial cash investment. If the 
inventory is too large, it’s draining 
away profits. If the inventory is too 
low, the distributor is losing sales that 
he should have made if he had a bal- 
anced inventory. 

In the Royal McBee survey it was 
found that most distributors were 
stocking almost twice as large an in- 
ventory as was justified by the busi 
ness. Most of this overstocking, by 
the way, was in spare parts and used 
typewriters, and distributors should 
keep a particularly careful eye on 
these: areas of their business. 

In Setting up an inventory control 
system, the first step is to determine 
exactly how much the inventory is 
costing you, since this is often the 
largest item in overhead and must be 


calculated in figuring the budget. 

Let’s take a nominal inventory of 
$20,000. At 6% interest, the cost of 
carrying the inventory is $1,200. If 
experience proves that this is a prop- 
erly balanced inventory, then the cost 
of $1,200 a year for carrying it would 
properly be charged to efficient oper- 
ations. 

If there were a lack of inventory 
control, however, and it rose to twice 
this amount, the distributor would be 
wasting $1,200 that, under proper 
management, should have gone into 
profit. 

In computing inventory cost, there 
is also a hidden factor that is often 
overlooked. Assume that one-half the 
$20,000 inventory is sold in a given 
month. The customers are billed, but 


SAN , " 
DIEGO 


CALIFORNIA 


NET EFFECTIVE BUYING INCOME in San Diego County 
totaled $2,106,045,000* last year. That figure places San Diego 
20th among the nation’s 200 leading counties. 


When it comes to buying, San Diegans shop first in the 
advertising columns of their two metropolitan dailies 


The San Diego Union | LVENING TRIBUNE 


Nace 


AN 


“The Ring of Truth’ 
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when you buy an ad... 


You get a bonus of 1000 free merchandising 
calls on top building material dealers when 
you advertise in any of BH&G's three 
building-related annuals (Home Improve- 
ment Ideas, Kitchen Ideas, Home Building 
Ideas). As each Idea Annual is released, 
seasoned sales representatives from 
National Plan Service, Inc. (a Meredith 
subsidiary), call on the country’s most pro- 


How to get more than you pay for 


motion-minded dealers. Presenting each 
dealer with a complimentary copy of the 
book, they point out the sales power of its 
editorial and advertising content. 

You get more than you pay for when you 
advertise in any of BH&G’s six Idea An- 
nuals. Each specialized publication com- 
municates directly and vividly to a truly 
selective, productive audience. 


Hettet thames & Gantens 1861 
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KITCHEN GARDEN IDEAS 


Closes: July 15, 1961 Closes; August 15, 196! 
On Sale: September 20, 196! On Sole: October 20, 1961 
Rate Bose: 475,000 Rate Bose; 600,000 


Closes: October 14, 1960 
On Sale: December 20, 1960 
Rate Base: 225,000 


Closes: December 15, 1960 
On Sole: Februory 18, 196) 
Rate Bose: 135,000 


SIX SPECIALIZED 
SALES IMPROVERS 
FROM... 


MEREDITH of DES MOINES... | 


. America’s biggest publisher of 
ides for today’s living and tomorrow's plans 
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TULSA’S new $35,000,000.00 AIR TERMINAL 


This new project will not only meon greater poyrolis and 
construction, but puts Tulso ahead of most mid-western 
cities for the jet age. For real response to your advertising, 
select bustling, vital TULSA, one of the TOP FIFTY morkets 
in the U.S.! Remember, you're not “in” Okichoma, unless 
you're in Tulse. 


For More Business, Use the Oil Capitel Newspapers 


> TULSA WORLD | 


| 


TULSA TRIBUNE 


MORNING o EVENING © SUNDAY 


Represented Nationally by The Branham Co. Offices in Principal U.S.A. Cities 


—w-wwe ANOTHER 
: SMITHCRAFTED 


SOLUTION! 


When Aluminum Company of America launched its new super- 
siding into the housing market, it required a display case that 
would radiate the fine quality with which the name “Alcoa” 
is always identified. The Alcoa Deluxe Siding Case is the 
Smithcrafted answer to this need—case and contents—both 
engineered for quality. 


Your sales aid problem, too, can be solved by calling upon 
your nearest S. K. Smith office. We'll be glad to assist. 


Illustrated literature available upon request 


THE S. K. SMITH COMPANY 


CREATORS OF SALES AIDS FOR MORE THAN FORTY YEARS 
2857 N. WESTERN AVENUE, CHICAGO 138, ILLINOIS 
OFFICES IN LOS ANGELES, CLEVELAND AND NEW YORK 

PLANTS IN CHICAGO AND LOS ANGELES 


CRAFTED 


126 


Sales Management October 7, 1960 


SMITH © 


delay payment for 60 davs. In the 
meantime, however, the inventory 
must be replaced immediately, and 
arrives either C.O.D. or net 30 days 

This means that a month elapses 
between the time vou pay vour bill 
for the inventory replacement and 
the time payment its received from 
the customers. What has happened, 
in fact, is that vou have carried an 
extra $10,000 in inventory for 30 
days at an interest cost of 6%, or $50 
The annual extra interest cost would 
be $600. 

This is an additional charge against 
overhead which is all too frequently 
overlooked in preparing the budget 
and analyzing an inventory control 
system 

Another crucial problem in inven 
tory control that many dealers and 
distributors face, and often overlook, 
is in the inventory shrinkage on small 
items. In the case of a Roval McBee 
distributor this would be in such mer 
chandise as typewriter ribbons, car 
bon paper, stencils and other office 
supplies. Small goods are the most 
difficult to control, and, because of 
the low unit cost, frequently do not 
get the attention they deserve 

A well-run distributorship should 
call for a complete inventory of small 
items at least every quarter to check 
“leakage” and obsolescence 

The crux of the problem for the 
dealer or distributor is in carrying a 
balanced inventory which will satisfy 
customers’ demands but will not un 
justifiably eat into profits 

To achieve this goal, set up a book 


Distributor’s Operations 
Summary 


Gross Sales 


Cost of Goods Sold* 
Gross Profit 
Less Expense 


Total Operating Profit 


Plus Net Other Income 


Net Profit (before taxes) 14.5% 


“Would not be normal for a straight merchandis- 
ing operation, but in this case @ good deal of 
sales dollars come from product servicing and 
repairing. Therefore labor costs distor? this per- 
centage 


America's modern way of doing business 


: be ee) ew fein ager 
AIR EXPRESS speeds newly created parts to assembly site in time for car to bow at international auto show 


Air Express takes priority on all scheduled U. S. airlines 


AIR EXPRESS is in the auto business, now! This crew is just finishing off the latest model. Hours from 
now, it will bow at a glamorous auto show. Many new parts were completed just in time, and flown 
to this assembly point with jet speed. A// 35 scheduled U.S. airlines pampered them with priority 


treatment. AiR EXPRESS trucks (13,000... many radio-dispatched) rushed them door-to-door at both 
ends of their flights. As each part arrived, the shipper got 


a teletype receipt. That's service! AiR EXPRESS is in 
other businesses, too. It should be in yours. There’s no A | Pe Fe & Ss 


finer partner and rates are low. One phone call is all it takes. 


& CALL AIR EXPRESS DIVISION OF RAILWAY EXPRESS AGENCY e¢ GETS THERE FIRST VIA U.S. SCHEDULED AIRLINES 
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Syracuse is famous! 
For buying-power 
growth (and football, too) 


It's a 15-county marketplace; 

It's one-third the total area of 
New York State; 

{t's delivered only one, effective, 
low cost way! 


The SYRACUSE NEWSPAPERS 


| THIS WHOLE anid 
MARKET HAS 

TO BE 

IN YOUR 

AD PLAN! 

GET THE DETANS— 


CIRCULATION, influ- 


ence-power, and full 
morket measurement 
from Moloney, Regon & 
Schmitt 


T SYRACUSE NEWSPAPERS 


The Herald-Journal (evening 
The Post-Standard (‘morning 
The Post-Standord and Herald-American 
Sunday 


Charlottesville, Va. 
$22,560,000 FOOD SALES 
Getting Your Share? 


CALL 6-6177 COLLECT FOR DETAILS. 
1400 KC AM 1000 WATTS 
95.3 MC FM 620 WATTS 
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or card record of incoming shipments, 
outgoing shipments, and balance on 
hand. Once this system has been in 
effect for several months, analyze it 
to establish a minimum and maximum 
inventory for each item. But keep the 
continuing records in effect and re- 
view them periodically to make sure 
that changing sales trends arg: not 
resulting in creating a new imbalance 
in inventory. 

As a rule of thumb, vou will find 
that a minimum quantity figure for 
most items can be based on two 
months’ requirements, and it would 
be very rare for a maximum figure 
to represent more than four months’ 
sales 

Do not stock unusual items unless 
vour records show that there are cus- 
tomers who order them regularly. 

An unbalanced inventory, and lower 
profits, can also result when a dealer 
or distributor tries to carry too many 
lines. It is generally recognized that 
this can result in neglecting specially 
valuable franchises, thus 
profit 

But there are other reasons why too 
many lines can cost mone, 


reduc Ing 


They tie up additional capital 


2. Service salary rates may in- 


crease because of additional training 
requirements. 


3. Additional 
quired. 


store space is re- 


4. Added correspondence and rec- 
ord keeping take up the distributor's 


time when he should be out selling 
5. Taxes may increase 


6. An inventory of goods which is 
difficult to move added 
trade-in problems 


can create 


Know what goods are bringing in 
the most dollars in profit for the time 
required, and concentrate on keeping 
vour inventory of these goods in bal- 
ance and on selling them, without 
wasting unprofitable time on second- 
arv lines 


Planned Sales Promotion 


Face-to-face “tront 


line” of sales operations, but a planned 


contact is the 


program of sales promotion can pay 
extra dividends and build profits 

Business-building sales promotion 
activities at the local level can run 
the gamut from good will efforts to 
direct mail operations. Each of these 
areas of sales promotion should re- 
ceive due attention so as to build an 
integrated program to develop maxi- 
mum impact: 


® “Good Will” Promotion Activi- 
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ties—Public good will is your most 
valuable business asset, but it is an 
image that must be created. 


The key element is to operate your 
store and your service department in 
such a way that your customers and 
your friends talk about you favorably. 
This can be your most effective ad- 
vertising. 

Take pride in your occupation and 
the status it gives you in the com- 
munity. This, in turn, gives you the 
responsibility to participate in civic 
affairs to help the whole community 
But be sure to ration your time in 
such activities so as not to neglect 
your basic business requirements. 

Gain recognition in the community 
by: loaning your display room for oc- 
casional meetings of civic groups; 
contributing a product or service as 
a door prize at major civic affairs; 
setting up joint displays of products 
and services with vour bank or a 
major customer; sponsoring sports ac- 
tivities; providing window space to 
civic groups 


® Publicity — Favorable news 
stories in the press about vourself or 
vour company create valuable public 
impressions, but remember, the edi- 
tor demands that the story have news 
value. His aim is to satisfy his read- 
ers, not to provide you with free ad- 
vertising 

There are many how- 
ever, which can warrant a good news 
story about vour business. Some of 
the most typical occasions for issuing 
a news release are: special sales 
achievements or records; company 
anniversaries; recognition of long 
service employees; employee promo 
tions and introduction of 
new products or models; visits by 
company officials; important new sales 
contracts or 


occasions, 


activities; 


installations; 
your appearance as a local speaker; 
vour election as an officer of a civic 


unusual 


organization; remodeling or relocat 


ing vour store 


© Local Advertising — Advertising 
in your local press can be an ex 
tremely valuable supplement to your 
personal efforts in contacting custom- 
ers. It recognition of your 
existence among potential customers 
and helps prospects to remember you 
But remember vour budget the 
5%, for example, allocated to ad- 
vertising — and try to assure that each 
advertising dollar brings in at least 
$40 worth of new sales 

To make sure your ads are read, 
place them carefully. The front page 
of the second section, or the back 
pages of both sections, are excellent 
locations. Inside the paper, right- 


creates 


sy 


which of your sales points has the greatest appeal? 


Knowing, for sure, can get you more business out of every 
dollar you spend for advertising. 


Today there is a new and inexpensive way to identify and 

clarify your best sales appeals. It is a highly 

specialized type of personal sales investigation which 

we have developed over 4 period of many years. 

We call it “Ditch-Digging” research. It digs into the interests 
and informational needs of your potential customers. 

Since our investigators do not identify themselves with our client, 
they can get the client's prospects to talk about things 

they normally wouldn't tell his salesmen. 

All of our trained investigators have had successful sales experience. 
They conduct each interview with an astute “sales sense” 

that smokes out the true picture of your best sales approaches. 


This, inevitably, reduces the guesswork and improves 
advertising effectiveness. 


The schuyler Hopper Co., Sales Investigation - Sales Promotion - Advertising 


Twelve East Forty-first Street, New York 17, N.Y. e@ LE 2-3135 
Sales Management October 7, 1960 
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LOOKING 
FOR 
SALES 


TALENT? 


top-drawer prospects, 
use display space in 


other units, write: 


Randy Brown, 
Vice-President, Sales 
Sales Management 
630 Third Ave.., 
New York 17, N.Y. 
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MANAGERIAL 


sales executive job to offer, 
and wish to concentrate on 


} 
lf you have a top-drawer 
7 


yweee i 


October 


hand pages are preferable to left- 
hand. 

In writing the ad, tell the customer 
to take some action: “Sale—This Week 
Only,” or “Call For A Demonstration 
Today!” Be sure your phone number 
is included prominently in the adver- 
tisement. 

Direct mail advertising is also re- 
ceiving increased attention, and can 
produce new sales at low cost if han- 
dled properly. 

In writing the direct mail letter, 
use a personal tone as if you were 
talking directly to a customer. Tell 
him what your product or service will 
do for him, prove this by actual 
examples. Then tell your prospect to 
take some action, either bs mailing 
a reply post card or by an invitation 
to telephone you. 

Keep a permanent record of each 
mailing and analyze what it accom 
plished. By so doing, in successive 
mailings, you can overcome faults 
which mav have detracted from ear 
lier efforts. 

It is important to conduct mailings 
at frequent intervals. A minimum 
campaign should consist of at least 
three mailings at intervals of from 
two to six weeks. 

In undertaking these various as- 
pects of promotional activities, do not 
arrange each as a separate project 
Coordinate them so that each supple- 
ments the other, and ties in directly 
with your regular program of special 
sales, the local Dollar Day, employee 
sales contests, and in-store promo- 
tions. 


Personnel Recruitment 


and Development 


Success in building and maintain- 
ing a highly motivated and compe 
tent employee organization is the 
foundation on which the success of a 
business is based. Yet the recruitment 
and motivation of employees is an 
area in which the new dealer or dis- 
tributor can well be weakest. 

In a dynamic, successful business 
some employee turnover is inevitable, 
and, in fact, desirable, since the mar- 
ginal worker must be replaced. Ex- 
cessive turnover, however, represents 
a major cost factor that can seriously 
downgrade profits. 

In the Royal McBee survey, for 
example, it was found that employee 
turnover was costing the average dis- 
tributor $3,300 per year. This ex- 
pense can be drastically wise by 
following accepted procedures in the 
recruitment and training of emplovees 

In the recruitment process it is 
essential to interview as many can- 
didates as possible in order to find 
one who is fully qualified, but first 
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review your own organization to see 
if a vacancy can be filled by a pro- 
motion from within. 

This is all-important, since a major 
key to motivation is to give each em- 
ployee the assurance that he is work- 
ing for a company where there is op- 
portunity for advancement. 

If the vacancy cannot be filled from 
within, turn to other sources for ob 
taining applicants. These include 
vour own application file, employees 
and business friends, local schools, 
civic organizations, employment agen- 
cies, and advertising. All of these, 
except the latter, are “free” avenues 
for obtaining potential employees 

If you use an employment agency, 
be sure to talk to the le who will! 
be screening the applicants for your 
position, since this will enable them 
to do a more effective job and thus 
save you time and money 

Newspaper advertising, on the other 
hand, is the most productive method 
for obtaining applicants. 

A well-written employment adver. 
tisement should: feature the title of 
the job opening; state that the posi 
tion is permanent and is with your 
company (giving the name); play up 
salary, fringe benefits and opportunity 
for advancement; state experience re 
quired; and tell clearly how, when 
and where the applicant is to apply 
for the job 

As applications arrive, each candi 
date should be put through a regular 
selection process of these six steps 
which will usually determine the in 
dividual best suited for the position 


Interview to 


unqualified appli 


1. Preliminary 
screen obvioush 
cants 


to deter 
» stability and provide infor 


2 —— Blank 
mine jo 
mation 


3. Application Review — to deter 
mine minimum qualifications 


4. Guided Interview — to obtain 
detailed information concerning ap 


plicant’s qualifications. 


5. Reference and Previous Em- 
ployment Checks — to determine past 
performance and verify information 
given by applicant. 

6. Final Evaluation 
marize all information 
applicant. 


— to sum- 
obtained on 


Once the employee is selected, he 
must be properly trained and moti 
vated. The company whose franchise 
you hold will normally be prepared 
to provide you with all the technical 
sales training aids that will be re- 
quired. ° 


New 93-county Pulse 
confirms historic fact 


of WHO’s impact 
in farm homes! 


WHO Radio coverage area 
is America’s 14th largest radio market! 


ACH year since 1938 the “Iowa Radio Audience 

Survey” has proved 50,000-Watt WHO Radio 
to be the great favorite of lowa farm radio families. 
Listenership of our Farm News programs has always 
topped those of the next two, three or four stations 
combined! 

1960 is no exception! Proof is in the new 93- 
County Area* Pulse Survey which covered an area 
served by more than 85 radio stations. 

WHO Radio farm ratings are phenomenal during 
the periods when farm families listen most to radio 
(6 a.m.-8:30 a.m., Noon-1:30 p.m., 5:30 p.m.-7:00 
p.m. — Monday through Saturday). For example, 
WHO Radio's share of farm homes using radio 


exceeds that of the next three stations combined in 
70% of all quarter hours surveyed. It exceeds that 
of the next ‘wo stations combined in a// quarter hours. 


But the farm radio audience accounts for only 
28.4% of all homes reached by 50,000-Watt WHO 
Radio in this tremendous 93-county area. WHO 
Radio's showing among urban radio families is 
equally spectacular. 

Ask your PGW Colonel about ail the up-to-date 
facts on WHO Radio —serving America’s 14th 
largest radio market! 


*This area includes 68% (93 of 137) of the counties in which 
WHO Radio has 10% or more NCS No. 2 penetration 


WHO 


for lowa PLUS! 
Des Moines . . . 50,000 Watts 
NBC Affiliate 


which also owns and operates 


| WHO Radio is part of Central Broadcasting Company, | 


WHO-TV, Des Moines; WOC-TV, Davenport 


Col. B, J. Palmer, President 
. A. Loyet, Resident Manager 
Robert Il. Harter, Sales Manager 


P am Griffin, Woodward, Inc., Representatives 
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ONE IS NOT ENOUGH FOR THE 


49.5% of Holiday families own two or more 
They're leaders of a new consumer elite - 
buy the extra refrigerator, the second 


sell these buyers is in the pages of Holiday, 
families who willingly spend above the 
ices that mean better living. Here’s what 
shows: 38% of Holiday families own two 
freezer; 25% own or regularly rent a sec 
surance policies; 48% have two or more 
graphs; 25% own two or more television 
61”, take two or more pleasure trips a 
sell more -and more profitably-to Holiday 
in which to sell them—for it’s the one 
affluent way of life. You'll find details of 
the new Extra Unit Study of the Holiday 


HOLIDAY EXTRA not FAMILIES 


automobiles; 13.5” own three or more. 
-the Extra Unit Buyers—the families who 
car, the second house. And the place to 


where you reach more than 900,000 
level of necessity for products and serv- 
a new study of the Holiday audience 
or more refrigerators or a separate 
ond home; 68” hold two or more life in- 
telephones; 28% own two or more phono- 
sets; 59% own two or more still cameras; 
year. Obviously, whatever you sell, you'll 
families. Holiday is the perfect setting 
medium that is synonymous with their 
this exciting new selling opportunity in 
audience. Contact your pummned office. 


Sales Man 


WORTH WRITING FOR... 


A selection of noteworthy studies of markets, 
media, consumer buying trends, product and 
service developments that can pay off for you. 


How to Measure Advertising 


Reprint of a talk by Arthur H. Dix 
before the Annual Regional Adver- 
tising Clinic, Eastern and Western 
New England Chapters of AIA. It in- 
cludes the factors than influence sales 
and profits; management's job in see- 
ing that money spent on advertising 
produces a fair return; what happens 
to sales when advertising is cut during 
a recession (data for 1937 to 1940) 
impact of advertising on brand prefer 
ence; how to test ad effectiveness; use 
7 mail to measure ad impact; busi 
ness paper reports on action induced 
by ads. Write Arthur H. Dix, Vice 
President in Charge of Research, Con 
»ver-Mast Publications, Inc., Dept 
SM, 205 E. 42nd St., New York 17 
N.Y 


Sacramento, Cal. 


A new study reveals that it is a 
19-county market, with retail sales in 
excess of $1.2 billion. Of the 174 
Standard Metropolitan Areas, it is the 
twelfth fastest growing metropolitan 
area in the nation. On the Pacific 
Coast, it is first in per household food 
sales ($1,298 per oe er second 
in per household retail sales ($4,469 
we household), second in per house- 

old effective buying income ($6,797 
per household), and No. 1 test market 
in the West. Data include population 
and sales in the 19 counties, gross 
cash farm income, sources of income, 
10-year (1948-1958) growth of the 
market, projected growth of popula- 
tion through 1965. There is also a 
special report on the Sacramento ap- 
pliance market. Write Leighton Ste- 
phens, Marketing Manager, The Sac- 


ramento Bee, Dept. SM, Sacramento, 


Electrical Products 


Market study to determine the ex 
tent of use of various electrical prod 
ucts in the electrical original equip 
markets and the _ industrial 
electrical markets. Detailed are the job 
functions of men responsible for selec 
tion and specification, and the degree 
of use by various industry groups 
(Standard Industrial Classifications 
Data cover components and motors 
wire and cable: control devices, svs 
tems and insruments; percent of use 
within each industry. Write Nathan 
C. Berro, Research Director, Sutton 
Publishing Co., Inc., Dept. SM, 172 
S Broadway, White Plains, N.Y 


ment 


Major U.S. Markets Analysis 


Eighth annual analysis of all 300 
Metropolitan Markets in the nation 
Using 1960 Sales Management Surve 
of Buying Power figures, every metro 
politan market is ranked by dolla: 
volume in descending order in ten 
major sales classifications. Gains and 
or losses over a 5-year period for all 
300 Metropolitan Markets in these 


sales classifications are shown by pro- 
jecting this year’s Sales Management 
figures against 1954 U.S. Census of 
Business figures. The top 100 Metro- 
politan Markets in the country and 
the top Metropolitan Markets in the 
South are also listed. Included are 
North Carolina county-city data. New 
this vear are the per family sales in 
the ten major sales classifications in 
place of the percentage of gains or 
losses column in previous issues. New 
also are the figures showing per house 
hold income ranking in descending 
order for all 300 Metropolitan Ma: 
kets. Write Lawrence R. Sarra, Na 
tional Advertising Manager, Greens 
boro Daily News and The Greens 
boro Record, Dept. SM, Greensboro 
N.C 


Sales Manuals 


A simplified approach to improving, 
old manuals or compiling new ones: 
how to begin collating information, 
what to include, how to develop sub- 
jects, how to divide the work among 
subordinates, and how to be sure the 
finished manual has full use. Included 
is suggested copy for printed index 
tabs—13 main titles with 90 subtitles 
Write A. K. Bell, Sales Promotion and 
Advertising Manager, The Heinn Co., 
Dept. SM, 326 W. Florida St., Mil- 
waukee 4, Wis. 


Negro Market Potential 


Four industry reports on central 
city Negro family buying: food, drug 
products, men’s wear, household fur- 
nishings and equipment. Data reveal 
that Negro families spend more for 
food for home consumption than other 
comparable-income families, and as 
es as 12% more in super markets 
For men’s wear, Negro men spend 36% 
to 49% more for clothing than white 
men. The figures are based on U.S. 
Department of Agriculture studies 
Write John H. Johnson, President, 
Johnson Publishing Co., Dept. SM, 
1820 S. Michigan Ave., Chicago 16, 
i) 


Sales Aids from Advertisers 


Have you written for these booklets 
or samples described in recent advertise- 
ments in Sales Management? 


Catholie Institutions: A VAC audit re- 
port on them. Dept. SM, Catholic Man- 
agement Journal, 400 N. Broadway, Mil- 
waukee 1, Wis. 


Cellophane Bundling: How your dealers 
can benefit when they receive fraction- 
of-case units—bundles of your product 
which can be conveniently stored next to 
individual packages remaining on the 
shelf. Dept. SM, Film Division, American 
Viscose Corp., 1617 Pennsylvania Blvd., 
Philadelphia 3, Pa 
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South Bend, Ind.: 1960 data book on the 
72.200 households in the Metro Area 
Dept. SM, The South Bend Tribune 
South Bend, Ind. 


Farm Publications in _— Midwestern 


States: A new study which evaluates farm 
media. Dept. SM, Midwest Unit Farm 
Papers, 55 E. 10th St., St. Paul, Minn. 


Selective Pressure on Target: Guide book 
containing all pertinent facts, figures and 
fundamentals on effective spot-television 
selling, showing how spot-television ad- 
vertising is used for a variety of purposes. 
Dept. SM, Edward Petry & Co., Inc., 3 
E. 54th St., New York 22, N.Y. 
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The Buffalo Market: Carl J. Nelson Re- 
search study of Buffalo’s expanding mar- 
ket. Dept. SM, Buffalo Evening News 
218 Main St., Buffalo 2, N.Y. 


Buying Power Maps: For use in locating 
new branch offices, appraising residential 
areas, screening mailing lists, establishing 
potentials and quotas, etc. Sample map 
and introductory story. Dept. SM, San- 
born Map Co., Inc., 629 Fifth Ave., Pel- 
ham, N.Y. 


Car Allowances: A low-cost car plan to 
satisfy both salesmen and management. 
Dept. SM _ B-7, Peterson, Howell & 
Heather, Inc., 2521 N. Charles St., Balti- 


more 18, Md 


The postmarks are actual reproductions 


Thirteen 1960 models’ 
were introduced to 
small towners in 


And we hope to get on more announcement schedules 
this fall . . . including yours! 

In fact, it’s a good idea to use Grit regularly. Chevrolet 
does, and has 30.0% of the Grit market, compared with 
24.4% nationally. 

And Grit costs so little. For less than the price of one 
new car you can have a junior page in Grit . . . and you 
can get a solid schedule of /3 junior pages for the cost of 
one page in a mass magazine. Moreover, Grit takes your 
sales story just where the mass magazines are relatively 
weakest . . . to 16,000 small towns coast to coast. 

In short, Grit has its own circle of readers . . . and if 


you want them to get into your car, you'd better get into 
*Chevrolet, Comet, Corvair, Dart, Dodge, Falcon, Ford, . . , , 
Lark, Mercury, Oldsmobile, Pontiac, Plymouth, Rambler their publication! 


Grit Publishing Co., Will port, Pa. « Represented by Scolaro, 
Meeker & Scott, Inc., in New York, Chicago, Detroit, Philadelphia; 
and by Doyle & Hawley, Inc. in Los Angeles and San Francisco 
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WHY 
ADVERTISING’S 
CRITICS 
ARE ALL WET 


continued from page 37) 


frrational and certainly contradictory to be for competition 
and against advertising 


> These fundamental points about advertising help pro- 
vide an answer to one of the chief current arguments 
against it. 

That argument goes about as follows: “Advertising is 
a poor way to allocate a nation’s resources to those con- 
sumer wants that can only be satisfied by commercial 
products and services. Other consumer wants, such as 
education, hospitals, highways and urban reconstruction— 
all of which fall in the ‘public sector’—are thus neglected 
Therefore, our economy is not as well balanced as it 
ought to be.” 

I am not one to sneer at the proponents of this argu- 
ment, for they are doing a service in directing attention 
to one aspect of our economic life that requires a lot of 
thought. All of us are vitally concerned about schools, 
hospitals, highways and the problems of urban blight. 

I personally have spent a considerable portion of my 
time on such matters for many vears. I have read the 
development of this argument sympathetically; I have 
thought a great deal about it. And, I would like to offer 
five comments: 


1. This country now has the best schools, the best 
equipped hospitals, the finest housing and the most ex- 
tensive highway system in the world. What's more, our 
rate of providing all these things has been stepped up 
enormously in the past decade, when one considers both 
private action and governmental action at the local, state, 
and Federal levels. 

I'm not saying that there isn’t room for or a need for 
further improvement. I'm just saying that we should 
recognize what has been accomplished, and is being ac- 
complished—to keep the picture in proper focus 


2. These items which are said to fall into the “public 
sector” have plenty of pressures behind them. 

If, as is said, advertising tends to put pressure behind 
commercial products and services, our political system 
tends to put a great deal of pressure behind the non- 
commercial items. In fact, much of our political mechan 
ism in this country seems to exist for the purpose of de- 
tecting, arousing, and satisfying people’s wants. Some of 
our politic lans appear to make a career out of telling 
people what they should want and then offering to get it 
for them. What’s more, the media of the nation are avail- 
able for this purpose—usually without charge 

[ am not implving all this is wrong. I am merely saying 
that there is a balancing factor to the pressure behind the 
commercial products. The balance may not be everything 
that some people think it should be, but, by and large, 
the people of this country get from the government as well 
as from private manufacturers just about what they want. 


3. Once we depart in any substantial way from giving 
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the people the opportunity to decide for themselves what 
they want, who in government, or what government pro- 
cedure, is wise enough to “allocate” the nation’s resources 
in the people's best interests? 

In the Soviet Union, the government put massive sports 
arenas, subways with crystal chandeliers, and vast and 
elaborate exhibit buildings for propaganda purposes ahead 
of housing needs of the people. In Russia, also, the gov- 
ernment had to issue an edict directing architects to make 
their buildings less ornate so that they would be less ex- 
pensive to build and to maintain. The architectural re- 
sults were not something to be desired. For myself, I'll 
swallow occasional “tail fins” on automobiles to give free 
rein to design. 


4. There is room in this country for the full play of 
private initiative plus whatever is needed for such things 
as education and medical care. It is essentially a back- 
ward philosophy to argue that private endeavor must be 
curbed so that the government can “allocate” more of the 
resources of the nation in the way it thinks is best for the 
people 


5. Finally, the selling and distribution complex of this 
country, of which advertising is an essential part, is one 
of the most ingenious ever contrived by man to give vigor 
and drive to an economy. This vigor and vitality in our 
economy are what make it possible for us to provide what- 
ever we need to remain the first nation of the world in 
such matters as education, hospitals, highways, urban re- 
newal, and what have vou 


> We who know the practical workings of advertising 
all have a job to do. It is incumbent on all of us to see 
that plausible, well-intentioned, but misleading philoso- 
phies are not allowed to sap the great vigor which ad- 
vertising injects into our economic system. 

One way to do this is to make sure that advertising is 
more widely understood. Indeed, it is too vital a factor 
in the economic life of this country not to be broadly 
understood. ® 


What Packages Do They Like? 


COMING OCTOBER 21 


PART | FOOD PACKAGES: 
as housewives see them 


Beginning with the October 21 issue—a report in 
three parts on the attitudes, opinions, likes and dis- 
likes of a balanced sample of 1,089 homemakers. 
Conducted jointly by Sales Management and Na- 
tional Family Opinion of Toledo, Ohio, this survey 
will continue with part Il in the November 4 issue, 
and part Ill in the November 18 issue. 


Sales Management 


THIS IS WORCESTER ... 
the 2nd largest 
market th 
Maccachucette 


a =. 


CULTURAL LEADERSHIP 


The annual Worcester Music Festival, the oldest week-long event of its kind 
in the United States, celebrates its 10lst year, Oct. 17-22,again in Worcester’s in- 
spiring Memorial Auditorium. Mr. Paul Paray will return to conduct the famous 
Detroit Symphony Orchestra, with a 225 voice mixed chorus, and with one cele- 
brated artist after another — Miss Roberta Peters, Richard Tucker, Isaac Stern, 
Glenn Gould and Miss Gina Bachauer. 


Appreciative and influential audiences of more than 20,000 bear witness to 
Worcester’s cultural leadership. These are the core of an even larger audience 
which supports the Worcester Art Museum — foremost for its size in the nation 
— and the twelve colleges and universities within the borders of the Worcester 
market. 


This kind of leadership is strongly reflected in Worcester’s position as one 
of the nation’s “TOP 50” Markets — 43rd in spendable income, 48th in population, 
an important BILLION DOLLAR County. 


Worcester stands for big business, yours included 


Circulation: Daily 155,015 — Sunday 103,332 


WORCESTER TELEGRAM 


The Moloney, The Evening Gazette | 


Regan & Schmitt 
representative 


knows Worcester. | SUNDAY TELEGRAM | 


Owners of Radio Stations WTAG and WTAG-FM 
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BEST SALES TERRITORY | 


Building Types Study: Hosp"! ls 


van der Rohe 


) Mies 


Two Neu Office Buildings 
4 | 
Houses 5y Wurster 


Full Contents on Page 


H 
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IN THE BUILDING FIELD! 


MOST ARC HITECT AND 

ENGINEER SUBSC RIBERS 

30,132, including 19, 391 architects 
and 10,741 engineers. The largest such 
audience ever attracted to 

an architec “tural magazine! 

And Record’s renewal rate is 


highest in its field by far. 


TOP VERIFIABLE MARKET COVERAGE 
Record’s architect and engineer 
subscribers are responsible 

for over 89 per cent of all architect- 
planned building, nonresidential 

and residential, small and large— 


a fact documented by Dodge Reports. 


PREFERRED READERSHIP 

Architects and engineers have 

voted Architectura! Record * ‘preferred”” 
in 144 out of 159 studies 

spONSORED BY BU ILDING PRODUCT MANU- 
FACTURERS AND ADVERTISING AGENCIES. 


E DITORIAL LEADERSHIP 

Largest num ber of editorial pages— 

all edited specifically for architects 

and engineers and accurately 

(and exclusively) attuned to their 
needs and interests with the aid 

of Dodge Reports of building 

planning activity, Eastman 

Editorial Research, and Record’s 

own Continuing Readership Research. 


MOST ADV ERTISERS AT WORK 
Naturally, the best sales territory 
attracts the most sellers. In 1960, for 
the 14th year in a row, more building 
product advertisers are placing 

more advertising pages in Architectural 


Record than in any other magazine! 


119 West 40th Street 
New York 18, N. Y- 


“stimulus to creative architectural and engineering design” 


IN DETROIT... 


THE NEWS WOOS THE 
WORKING WOMAN... 


In Detroit, there are more than 400,000 
working women earning over one 
billion dollars a year. 


What a terrific market they represent— 
for cosmetics and girdles, for home 
permanents and hair sprays, for the 
thousand and one other things that 


have strictly feminine appeal. 


In Detroit, the most direct way to a 
working woman’s purse is through The 
News, the evening newspaper they read 
at home, after work. Its daily women’s 

section is Detroit’s most complete, most 
helpful, most interesting and most 
popular. That’s why The News reaches 
the most women in the busy Metropolitan 
Detroit area, and carries more advertising 
than both other newspapers combined. 
Use THE NEWS and feel the impact! 


The Detroit News 


640,079 Sundays—480,673 Weekdays average for 6-month period ending 3/31/60 filed with ABC 


New York Office: Suite 1237, 60 £. 42nd St. « Chicago Office: 435 N. Michigan Ave., Tribune Tower « Pacific Office: 785 Market St., San Francisco « Miami Beach: The Leonard Co., 311 Lincoln Road 
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Marketing Outlook for November 


Sy DR. JAY M. GOULD, Research Director 
Sales Management and Its Survey of Buying Power 


® The Sales Management monthly Index of of the year. Any forecast for 1961 would 
Business Activity will register a 4% gain have to contend with uncertainties of the 
in November. While based on a comparison election, the international scene, etc. It 
with the last of the strikebound months of is important in assessing the business 
1959, the gain, if it comes will be none scene to note that each month total in- 
the less welcome in the face of the flurry come is still scoring gains over last year, 


of pessimistic business forecasts now mak- although the amount. of gain has been tap- 
ing the rounds. ering off. 


> For example, a checklist of economic in- ® Retail sales in November will gain by 
dicators now recording declines from 1959 

4% over last November, thanks to an extra 
levels include: housing starts, LCL rail- , , 

, selling day, plus an earlier Thanksgiving, 
road carloadings (total carloadings look and subsequent long Christuas shopping 
better because the 1959 steel strike cut q thy ”” 

period. But retailers are very cautious, 
into ore loadings) and new orders in man- ak 
ufacturia and are following a "hand-to-mouth" inven- 
S- tory policy. Retail sales has not scored 
® That business prospects have weakened any significant gain over last year since 
Since the spring months is of course obvi- June, and much depends on whether the back- 
ous, but with respect to sales and income log of 1960 cars are liquidated in time to 
we are still on the plus side of the ledger, make way for the new models in October and 
and will probably stay there for the rest November. 


3 & B t Cities Over 500,000 Cities 50,000-99,999 
es Hempstead Twp., N.Y. 107.9 Las Vegas, Nev. 
Dallas, Tex. 106.4 Raleigh, N.C. 
Markets San Diego, Cal. 105.4 Portland, Me. 
San Francisco, Cal. 104.8 Reno, Nev. 


for St. Louis, Mo. 104.7 Lexington, Ky. 
New York City, N.Y. 104.2 Muncie, Ind. 


November 
(Top six cities Cities 250,000-499,999 Cities Under 50,000 


by population groupings) Phoenix, Ariz. 118.1 Cheyenne, Wyo. 
U.S. index: 100 Honolulu, Hawaii 109.1 Lafayette, Ind. 
Portland, Ore. 108.1 Middletown, Conn. 
The following cities have a common Newark, N.J. 103.8 Bartlesville, Okla. 
denominator. They are expected to St. Paul, Minn. 103.6 Newport, R.!. 
exhibit business activity leadership Toledo, Ohio 103.1 Port Huron, Mich. 
in the coming month. The index 
opposite each city compares its per- 
formance with that of the nation as 
a whole. For example, if a city has Cities 100,000-249,999 Canada 
an index of 106.9 it means that 
its business activity next month is Waterbury, Conn. 118.4 Montreal, Que. 
forecast to lead the national aver- Wilmington, Del. 111.4 Quebec, Que. 
age change by 6.9%. Canadian Albany, N.Y. 109.9 Regina, Sask. 
figures are compored with U.S. De- Lincoln, Neb. 108.7 Toronto, Ont. 
tailed figures are on following Sacramento, Cal. 108.0 Halifax, N.S. 
pages. Topeka, Kans. 107.3 Victoria, B.C. 
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Business Activity Forecast for 


The Marketing Value of Business Activity Forecasts 


Business activity levels are projected 
two months ahead for 306 U.S. and 
Canadian cities as a guide to the mar- 
keter on where his sales efforts might 
pay the biggest dividends. Cities marked 
with a y¥ are Preferred Cities of the 
month. They have a level of activity— 
compared with the same month in 1959 
—which equals or exceeds the national 
change in business activity 

The business activity forecasts are 
measured primarily by the ebb and flow 
of bank debits, seasonally adjusted, and 
reflect sales, purchases, employment, 
wage levels in all segments of business— 
retail, wholesale, industrial, service, con- 
struction, farming, etc. 

The first column of the accompanying 
tables indicates the number of months 
out of the past 24 in which a city has had 
a star to indicate a better than average 
performance. When a full 24-month 
period of back data are not available, the 
city’s record is indicated as follows: 8/11 
would mean that a city has had 8 starred 
months out of the past 11. The 11 in- 
dicates the total number of months for 
which data are available. 

The second column indicates the index 


of change for this month of 1960 versus 
the corresponding month of 1959. 

The third column (the city-national 
index) relates the annual change in the 
index of the city’s business activity to 
that of the U.S. Thus, a city-national 
index of 106.0 indicates that the city is 
enjoying a gain in business activity 6% 
greater than the U.S. average. 

The fourth column is an estimate of 
expected retail sales for the second month 
ahead. While the dollar volume applies 
only to retail store sales it is also useful 
as an approximation of the relative im- 
portance of one city as compared with 
another on all of the elements that make 
up its economic pattern 


Suggested Uses 


Special advertising and 
drives in spot cities. 
Picking cities for test campaigns. 
Revising sales quotas for branches 
districts and salesmen. 

Checking actual performances against 
potentials. 

Basis for letters for stimulating sales 
men. 

Forestalling salesmen’s alibis 


promotion 


BUSINESS City 

onthe index po my 
ACTIVITY i 
FORECAST 


UNITED STATES 
1 


» 
ve (Million) 
1959 November 


100.0 1834000 


NEW ENGLAND 
Cities Over 500,000 


Boston, Mass 16S 96 


Cities 100,000-249,999 
& Bridgeport, Conn 2 1042 
® Hartford, Conn 2 105.2 
®& New Haven, Conn 105.4 
w& Waterbury, Conn 123.1 
Fall River, Mass 102.9 
®& New Bedford, Mass 104.8 
w& Springfield, Mass 105.4 
w Worcester, Mass 105.5 
Pawtucket Central 
Falls, R. 1 98.6 
Providence, R. |! 102.0 


ONLY the RECORD and JOURNAL 


~ COVER 
Meriden Wallingford, Conn. 


Here's mid - Connecti- 
cut’s most promising sales 
target: Meriden - Walling- 
ford, with a 29%, boost in 
Effective Buying Income 
over 1959, now exceeding 
$200 million.* Retail sales 
of $98,418,000 are 18%, 
higher than last year.* And 
just one buy, the Record 
and Journal, gives you 97%, 
market coverage. 


*SM ‘60 Survey 


The Mexidon 


RECORD and JOURNAL 


Meriden * Connecticut 


Natlonal Representatives: 
JOHNSON, KENT 
Gavin @ Ginvine, Inc. 
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New London Has 
Connecticut's 
Biggest 
Family Food Sales 


New London food sales per 
average household are $1681, 


highest of any Connecticut 
city of 25,000-or-over popula- 


tion.* 


Equally appetizing: you'll 
big-buying food 
market with just one paper, 
The Day. It’s New London’s 
only daily and delivers 98% 


cover this 


city zone coverage. 


"SM ' Survey 


The Day 


NEW LONDON, CONNECTICUT 
National Representatives: 
Johnson, Kent, Gavin 
& Sinding, Inc. 


October 7, 1960 


INVEST where there’s 
GROWTH! 


1960 Census Bureau prelimi- 
nary reports show these 
GROWTH highlights in the 
NEWS’ Northeastern Maine 
moarket.... 

@ PENOBSCOT — the NEWS’ 


home county—leads the State in 
population gains! 


@ AROOSTOOK County—also a 


leading gainer! 

© A substantial net increase in 
total market area population! 
Where it's GROWING 
they're BUYING. Invest in a 
NEWS’ advertising campaign 
to cover this GROWING mar- 
ket. Send for detailed popu- 
lation figures. 


Bangor Daily News 


~Maine's Largest Daily 
NOW ... Over 75,000 Copies 
Distributed Daliy 


Represented by 
Johnson, Kent, Gavin & Sinding, Inc. 


November 


BUSINESS 
No. @ City 
ACTIVITY Months Index 


eouteot i 
ast “ vs (Million) 
FORECAST 1959 4 November 


Cities 50,000-99,999 
w Meriden- 
Wallingford, Conn. 14 104.9 
® Stamford, Conn 109.5 
t Lewiston-Auburn, Me 104.5 
& Portland, Me 116.0 
Brockton, Mass 7 103.2 
Holyoke, Mass 100.9 
w® Lawrence, Mats 111.7 
Lowell, Mass 103.5 
& Lynn, Mass 104.2 
w Pittsiield, Mass 105.4 
te Manchester, NH 1049 1009 12 rated first* for rated sixth* rated second* 
testing among for testing for testing 
U. S. cities in among all U. S. among all New 
Cities Under 50,000 75,000 to cities due to England cities 
See, oe. . ? 150,000 popula- stable economy. regardiess of 


New London, Conn . 
tion group. “according to Sales Menegement Population. 


the tetingett market in the country 
THIS Is Eastern Connecticut gives first aid to new products 


49,500 Families 


Spending an Average of 


$1 209 SHELL is the latest in a distinguished line of products 
, 


and services to select Portland, Maine as best for the 


for FOOD a 


Other products recently tested in Northern New 
England's No. | market are Cornette Margarine, Dawn 
That’s $184 above the U.S. Soap, Libby's Beef Stew, 3 Little Kittens Cat Food and 


average—and adds up to many others. 


$59,831,000 total food sales. Do what others do! Make Portland, Maine your 


_ ‘ ; No. | test city. Write for details. Then, you'll be sure 
lo avoid being stranded on to select the market that guarantees ideal and economi- 
the rim of this big quality cal testing conditions. 


food market, schedule the 
Norwich Bulletin — onl) 
daily published inside the 
market. 


Norwich Bulletin 


DAILY and SUNDAY 
NORWICH, CONN. 


Week-Days Sundays 
27,489 23,380 


% Norwich, Conn 1 
% Bangor, We 14 


Source: SALES MANAGEMENT 


Represented by ; Represented, by: 
The Julius Mathews Special Agency, Inc. Julius Mathews Special Agency, Inc. 
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Business Activity 
FORECAST 


-S 1 


BUSINESS 
ACTIVITY 


iM ) 
FORECAST —— 


November 
% Salem, Mass 104.6 7.37 
w% Nashua, N. H 107.7 5.20 
% Newport, R. | 111.4 3.54 
we Woonsocket, R 104.0 5.44 

Burlington, Vt 103.6 Y 5.82 

Rutland, Vt 102.6 98.7 3.18 


MIDDLE ATLANTIC 
Cities Over 500,000 


Buffalo, N. Y 0 4.1 
w& Hempstead 

Township, N. Y 24 112.2 

% New York City, N.Y 108.4 

Philadelphia, Pa 19 102.4 

% Pittsburgh, Pa 12 106.3 


Cities 250,000-499,999 


® Jersey City 

Hoboken, N. J 12 104.6 
w% Newark, N. J 19 108.0 
% Rochester. N. Y ll 104.5 


Cities 100,000-249,999 
% Camden, WN. J 1 1108 10 


w Elizabeth, ¥. J 19 109.1 104.9 
Passaic-Clifton. WN. J y 101.2 97.3 


BUSINESS City 
ae a Renal 
ndex «Sa 
ACTIVITY 1960 - 


r 
FORECAST io teee Mevemaes 


Paterson, N. J 
Trenton, N. J 

® Albany, N.Y 
Niagara Falls, N. Y 

® Syracuse, N. Y 
Utica, N. Y 

% Allentown, Pa 

*® Erie, Pa 

w% Reading, Pa 


Scranton, Pa 


Cities 50,000-99, 999 


Atiantic City, N. J 102.6 
% Binghamton, N. Y 104.2 
w Elmira, N.Y 105.5 

Schenectady, N. Y 102.3 
t% Rome, N.Y 104.2 

Troy, WN. Y 98.7 
% Altoona, Pa 104.6 

Bethiehem, Pa 97.8 

Chester, Pa 103.0 

Harrisburg, Pa 102.4 
% Johnstown, Pa 108.3 

Lancaster, Pa 101.6 

Wilkes-Barre, Pa 103.1 

York, Pa 101.1 


Cities Under 50,000 


Jamestown, N.Y 0 1026 


BUSINESS City 
.% City ba Retail 
ndex Sales 
ACTIVITY ‘00 ' 


FORECAST ss & we oe 


® Poughkeepsie, N.Y 111.0 106.7 
W® Hazleton, Pa 108.5 104.3 
% Norristown, Pa 106.1 102.0 
® Ol! City, Pa 107.1 103.0 
Sharon, Pa 100.3 4 
Williamsport, Pa 100.7 S58 


EAST NORTH CENTRAL 

Cities Over 500, ao 

& Chicago, itt 105.8 101.7 

w Detroit, Mich 15 104.9 1009 
Cincinnati, Ohio 5 1024 95 
Cleveland, Ohio 41039 #99 

® Milwaukee, Wis 18 1083 1041 


Cities 250, 608-499, 999 


Indianapolis. ind 95 
Akron, Ohio 9 1004 
Columbus, Ohio 6 1039 
& Daytor. Ohio 16 1054 
& Toledo, Ohio 4 1072 


Cities 100,000-249,999 


Moline-Rock Island 
East Moline. iit 12 Wis 
Peoria, tt! 2 96.6 
w Rockford, ti 12 105.5 
Evansville, ind 0 1005 
Fort Wayne, Ind 102.4 


APPETIZING! 


That’s the $63-million mar- 
ket of Woonsocket, R.I. And 
The Call makes it easy to sell. 
ROP color gives more power- 
ful sales impact. And 98% 
coverage of this 64,596 ABC 
City Zone means market dom- 
inance with just one buy. 


WOONSOCKET 
CALL 


COVERS RHODE ISLAND’ $ PLUS MARKET 
Johnson, Kent 


Gavin & Sinding, Inc @ | 


Representatives 


Affiliated: WWON, WWON-FM 
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October 


BLUEPRINT FOR PROFIT: 


Buy 
BIGGER 
BUSIER 

ROME N.Y. 


Record population gains in 1950-60 
have boosted Rome into the 50-100,000 
population group—have helped make 
Rome a market in the 


Middle 


pace-setting 


Atlantic states. 


November, for example, will be Rome's 
10th consecutive month as a Preferred 
City. $5,440,000 sales will be 4.2% 
above ranking Rome 
second in New York in its population 
group, fifth in the Middle Atlantic 
states. 


November °59 


It pays to buy the Bigger, Busier Rome. 


PULL or Spot Color Available DAILY 
Now Over 18,665 Daily—ABC 


Rome Daily Sentinel 


Call, Wire or Write 
W. 5S. DeHimer, Adv. Dir 
for Merchandising Cooperation, Surveys 
or Additional Market Information 


7, 1960 


One... two three 
TESTING 


In ALTOONA 
Pa. 


Here's the ideal test market for your product 
and advertising campaign, in a well-isolated 
market with typical distribution outlets, In- 
come is average, and the economy is pro- 
portionately balanced between industry and 
agriculture. Outside media don't even dent 
this typical test city, where one dominant 
daily newspaper is the basic source of buy- 
ing information. The Altoona Mirror, a co- 


“Test-Town,” 


operative evening newspaper completely 
blankets the city with 98°, coverage, and 


reaches 3 out of 4 homes in Blair County. 


Total circulation is 34,088 (ABC). 


TEST BEST IN ALTOONA IN THE 


Mirror 


Altoona Pennsylvania's Only Daily Newspaper 


RICHARD E. BEELER, Adv. Mor 


Business Activity 
FORECAST 


“SM 


BUSINESS 
ACTIVITY 
FORECAST 


Retail 
Sales 


(Miltien) 
ovember 


® Gary, ind 5 . 21.06 
% Hammond -East 
Chicago, ind. _10 
South Bend, Ind. 
Flint, Mich 
%& Grand Rapids, Mich 
Lansing, Mich 
% Royal Oak- 
Ferndale, Mich 
% Saginaw, Mich 
Canton, Ohio 
Youngstown. Ohio 
Green Bay- 
Appleton -Neenah- 
Menasha, Wis 
*® Madison, Wis 


Cities 50,000-99,999 


Champaign 
Urbana, 1009 97.0 
Decatur, i 9.7 946 
East St. Lowis, it 6 948 
Springfield. i 979 41 
% Muncie, ind 113.5 109.1 
Terre Haute, ind 102.3 98.4 


BUSINESS city 
out of 1960 % 
(Million) 


No. & City at’! Retail 
ACTIVITY Months index yey Sales 

Past . . 
FORECAST 24 1959 1959 November 


Battle Creek, Mich. 

Ww Bay City, Mich 
dackson, Mich. 
Kalamazoo, Mich. . 

w% Muskegon, Mich. 

® Pontiac, Mich. 
Hamilton, Ohio 
Lima, Ohio 

*% Lorain, Ohio 
Mansfield, Ohio 
Springfield, Ohio 

*% Warren, Ohio 

w& Beloit-Janesvilie, Wis 

*% Kenosha, Wis 

w® La Crosse, Wis 

® Racine, Wis 


Cities Under 50,000 
1 


w Sheboygan, Wis 14 
Bloomington, ti! 9 
Danville, 1 0 

w® Lafayette, ind 

*& Port Huron, Mich 
Elyria, Ohio 
Middletown, Ohio 
Portsmouth, Ohio 

* Steubenville, Ohio 


Zanesville, Ohio 


DON'T 
GO OFF 
HALF-COCKED! 


(in Pennsylvania's 3rd Market) 


The lucrative Bethlehem-Allentown- 
Easton Metropolitan Market is unlike 
many others in that 57% of the popu- 
lation living in the three key cities 
accounts for nearly 75% of all retail 
sales! It’s obvious that the cities need 
maximum coverage. 


Make sure you don’t go off half-cocked 
in this market by using a “county 
coverage” plan. You need a local paper 
in each of the cities because no com- 
bination of outside papers covers 
Bethlehem. This means The Bethlehem 
Globe-Times must be on your sched- 
ules! 


In Pennsylvania’s Third Market, 
Bethlehem is the second largest city 

and the largest in Northampton 
County. Over $81 million of retail 
sales is concentrated in the city zone. 
That's why the retailers in Allentown 
run over 3 million lines of advertis- 
ing in The Bethlehem Globe-Times 
each year! They know they can’t 
reach these families any other way. 


Che Bethlehem Globe-Times 


Gallagher-DeLisser, Inc., National Representatives 


OHIO'S NO. | GROWTH MARKET 


$29,800,000 
Sales Gain in 


ONE YEAR 


Here in Ohio's fastest-growing metropoli- 
tan area, sales jumped 14.8% last year 
for a 31.1% gain in the 5-year period 
since 1954 

The area's $230,782,000 sales are rocket- 
ing toward the quarter-Billion mark. 


Your BIG share is growing at the same 


rate of speed 


Get in step fast—stay in step—with this 
dynamic market by scheduling the area's 


leading newspaper 


Chronicle-Telegram 


“THE FAMILY NEWSPAPER" 


ELYRIA, OHIO 


Circulation 25,540 ABC 3/31/60 
Double the Number of City Families 


Represented by 
The Julius Mothews Special Agency, /nc. 


Sales Management 


Erie, 3rd city in Pennsyivania, has 
entered a new era of prosperity. For 
the 12th consecutive month Sales 
Management has cited it as a market 
where increase in business activity 
over the same month in 1959 has been 
especially spectacular (details in this 
section.) Specifically, the forecast for 
November, 1960, ranks Erie ® 19th in 
entire U.S. among cities 100-250,000 
population. ® Sth in Middle Atlantic 
States among cities 100-250,000 pop- 
ulation. ® 12th in Middle Atlantic 
States among cities of all sizes. And 
. .. Manufacturing employment was 
up over 1959 in each of 1960's first six 
months’. Average earnings for indus- 
trial workers in 1960 are 2nd among 
Pennsylvania markets'. More house- 
holds fall among top three income 
brackets than in any other Pennsyl- 
vania city of 100,000-plus popula- 
tion®. Significant business activity 
means, of course, high sales potential. 
To convert this sales potential into 
sales volume—for your product—call 
on The Erie Times & News. 


Pe . 


When 

you 

think 
Pennsylvania 
think 
Philadelphia 
Pittsburgh 

— and 

ERIE! 


The Erie Times 
The Erie News 
The Erie Times-News 


Represented by The Katz Agency, Inc. 


LOOKING FOR A NEW PLANT SITE? 

Write Erie Chamber of Commerce for detailed brochure on 
Erie Industrial Park: 225-acre, centrally-located plot offer 
ing ideal water, rail, highway transportation; proximity to 
major markets; skilled labor force. 
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Business Activity SUSINESS Nat’ 


ACTIVITY Months Index Index 
FORECAST — 6 


P n 
FORECAST iste Nevemuer 


Retail 


BUSINESS City 

Nat'l 

Sales 
® 


ACTIVITY Index 
FORECAST 


Retail 


i MM 


BUSINESS 
ACTIVITY 


milion) 


ve. 
1959 jovembe: 


Dubuque, lowa 101.9 
100.0 
100.4 
97.6 


96.5 


98.0 
96.2 
96.5 
93.8 
92.8 


6.51 
11.73 
9.98 
9.29 
9.30 


City 

No. & City Nat'l 
Months Index index 
out of is 1960 
Past 

FORECAST 24 


Retail 
Sales 


EAST SOUTH CENTRAL 
Cities Over 500,000 


%& Memphis, Tenn ll 106.1 


Sioux City, lowa 


> 
(Million) 


Waterloo, lowa 
November 


St. Joseph, Mo 
s.D 


1959 1959 102.0 


Oshkosh, Wis 10 37 949 6.00 Sioux Falls 


Cities 250,000-500,000 


Birmingham, Ala 6 103.5 
Lowisville, Ky 0 9878 


Superior, Wis 1 103.7 99.7 


Cities Under 50,000 

Hutchinson, Kan ll 100.9 
96.2 
97.6 
101.6 


102.0 


WEST NORTH CENTRAL 
Cities Over 500,000 


Minneapolis, Minn 9 103.4 
Kansas City, Mo 9 1015 
*% St. Lowis, Mo 6 108.9 


Joplin, Mo 5 
Fargo, N. D ll 
Aberdeen, S. D 7 
Rapid City, S. D0 21 


Cities 100,000-249,999 
® Mobile, Ala 13 104.1 


Montgomery, Ala 4 
% Jackson, Miss 104.8 
Chattanooga, Tenn 97.7 
& Knoxville, 105.1 
Ww Nashville 104.8 


9.4 
97.9 
104.7 
Tenn 


Cities 250,000-499,999 


® St. Paul, Minn 13 (107.7 
Omaha, Neb 10 102.3 


SOUTH ATLANTIC 
Cities Over 500,000 


Washington, 0. C 16 
® Atlanta, Ga 23 
Baltimore, Md 0 


Tenn 12 


98.6 
105.0 
100.4 


Cities 50,000-99,999 
Florence-She field 
Tuscumbia, Ala 


96.6 
7.0 


Cities 100,000-249,999 


Des Moines, lowa 103.7 
97.0 


Gadsden, Ala 
Kansas City, Kan 


Cities 250,000-499,999 


Miami, Fla. 19 111 
100.7 
103.9 


® Lexington. Ky 
Veridian, Mis 


% Topeka, Kan 
Wichita, Ka 
Duluth, Min 


Tampa, Fla 17 
Norfolk, Va 3 


Cities Under 50,000 


nate! 
Springfield, ™ t% Paducah, Ky ll 


105.6 1015 
% Lincol 


Cities 100,000-249,999 
& Wilmington, Dei 22 115.9 
%& Jacksonville, Fila 17 105.4 

St. Petersburg. Fla 13 (978 

Augusta, Ga 14 1036 
101.6 
101.0 
100.2 
106.9 
106.0 
110.8 
104.3 
108.3 
104.2 
104.4 


WEST SOUTH CENTRAL 
Cities Over 500,000 


New Orleans, La 0 1035 


Cities 50,000-99,999 


Cedar Rapids, lowa 13 103.1 


5 
Davenport, lowa 8 100.7 


Columbus, Ga 0 
Savannah, Ga 14 
N.C 17 
% Greensboro, ¥. C 21 
%& Winston-Salem, N.C. 24 
% Columbia, S.C 13 
ww Newport News, Va 12 
® Portsmouth, Va 14 
w% Richmond, Va 15 
t% Roanoke. Va 3 


Growing 
GROWING 
GROWING 


Charlotte 


KMSO-TV 


Cities 50,000-99,999 


Fort Lauderdale, Fla. 22 102.3 
Orlando, Fla 23 «103.5 
98.7 
93.0 
102.2 
109.9 
101.8 
119.4 
99.1 
106.7 
107.0 
98.6 
106.5 
99.6 
107.1 
100.7 


Muli 
tt Ul 


Pensacola, Fla 0 
Albany, Ga ll 
Macon, Ga 12 
w Asheville, N.C ® 
Durham, WN. C zg 
%& Raleigh, N.C 12 
Wilmington, WN. C 
% Charleston, S. C 
w Greenville, S. C 
Danville, Va 
w& Lynchburg, Va 
W. Va 
W. Va 
W. Va 


CBS-NBC-ABC 
Now Reaching 


TV 
60,300 HOMES 


And Gaining New Viewers All Over 
WESTERN MONTANA 
PERFECT TEST MARKET 


@ 60,300 TV Homes 

@ Drug Sales index 167 
@ Retail Sales index 143 
@ Auto Sales index 176 


PERFECT TEST STATION 
a @ Captive Audience in 90% of the area 
Cities Under 50,000 | © Now the only TV station en the ol 


Far-Western Montana 
@ Low Cost/1,000 Homes 


Charleston 
w® Huntington 
Wheeling 


Hagerstown, Md 4 
%& High Point, N.C 24 


RADIO and TELEVISION 
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Salisbury, N. C. 
% Spartanburg, S. C 
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12 
21 


Business Activity 


-S 1 


BUSINESS 
ACTIVITY 
FORECAST 


ity 
No. & City Net! 


w Dallas, Texas 21 110.7 
102.5 


100.8 


Houston, Texas 0 


San Antonio, Texas 14 


Cities 250,000-499,999 


Oklahoma City, Okla. 4 1014 
Tulsa, Okla 0 Wl 
El Paso, Texas 14 (1010 
Fort Worth, Texas 12 78.5 


Cities 100,000-249,999 


Little Rock-North 

Little Rock, Ark. 13 99.9 
101.8 
w& Shreveport, La 13 7 


Amarillo, Texas ig 


Baton Rouge, La 15 


Austin 


Beaumont, Texas 


3 
Texas 1 
3 
4 


Corpus Christi 
w® Lubbock 


Waco 


Texas 
Texas 4.2 


Texas 9 


Cities 50,000-99,999 


Ft. Smith, Ark 7 7 
Lake Charles, La 6 


FORECAST 


Retail 
Sales 


(Million) 
November 


111.80 
113.14 


56.60 


41.39 
33.33 
27.67 


50.99 


BATON 
ROUGE 


Population Up! 
Sales Up, Too! 


with 
ore 

n Baton Rouge 

ary 1960 census figures 
vow Eost Boton R uge Parish 
population up to 223.095. These 
people, with an effective buy 
ng income of $6,788" per 
household ore the center of the 
booming Baton Rouge morket 
The State-Times and Morning 
dependable 
at sell them every 
Joy. Sel! this fabulous 
now with the 


Advoc ot@ ore the 
newspopers th 


market 


T 


Stote-Times and 


ring Advocote 


State-Times 


Morning Advocate 


Baton Rouge, Le 


MA 
iV 


Represented by 
The John Budd Company 


“Survey ef Buying Power 


No. # City 


BUSINESS 
Months Index 
out of 1960 


ACTIVITY 
Pp 
FORECAST 24 1980 


% Monroe-West 
Monroe, La 
Abilene, Texas 
Galveston, Texas 
w% Laredo, Texas 
Port Arthur, Texas 
San Angelo, Texas 
®& Texarkana, 
Texas & Ark 2 
Tyler, Texas 0 
w Wichita Falls, Texas 22 


Cities Under 50,000 


ww Bartiesville, Okla 6 1144 


Muskogee, Okla 8 962 


MOUNTAIN 
Cities Over 500,000 


t Denver, Colo 18 107.1 


Cities 250,000-500,000 


*% Phoenix, Ariz 24 


Cities 100,000-249,999 


% Tucson, Ariz 24 1058 
Nw 18 98.8 
w® Salt Lake City, Utah 15 1040 


Albuquerque 


Cities 50,000-99,999 


Colorado 
Springs, Colo 97.1 
Pueblo, Colo 98.6 
Great Falls, Mont 103.6 
tw Las Vegas. Nev 119.7 
%& Reno, Nev 115.3 
Ogden, Utah 5 99 


Cities Under 50,000 
Boise, ida 13. 100.7 


Billings, Mont 10 997 
Butte, Mont 0 97.7 
103.5 

Casper, Wyo 1 986 
& Cheyenne, Wyo 24 1244 


Missoula, Mont 16 


PACIFIC 
Cities Over 500,000 


Los Angeles, Cal 13. 101.3 
% San Diego, Cal 24 109.6 
% San Francisco, Cal 13 109.0 

Seattle, Wash 16 1015 


Cities 250,000-499,999 
Long Beach, Cal 0 9980 
Oakland, Cal 10 102.4 

% Honolulu, Hawaii 24 113.5 

® Portland, .Ore 24 112.4 


Cities 100,000-249,999 
Berkeley, Cal 12 102.6 


% Fresno, Cal 19 110.7 

Pasadena, Cal ll 101.9 
17 112.3 
24 108.2 
0 101.7 
12 101.9 


% Sacramento, Cal 

%& San Jose, Cal 
Spokane, Wash 
Tacoma, Wash 


122.8 * 


Retail 
ales 
» 


(Million) 
November 


98.7 13.27 
106.4 31.74 
98.0 24.56 
108.0 41.96 
104.0 34.57 
97.8 26.65 
98.0 21.46 
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BUSINESS City 
Nati Retail 
ACTIVITY — loom Sales 


$ 
vs. (Million 
FORECAST 1959 1959 November 


Cities 50,000-99,999 
® Bakersfield, Cal. _ 18 106.7 


% Riverside, Cal 16 105.4 
San Bernardino, Cal. 6 103.7 
Santa Ana, Cal 98.2 
Santa Barbara, Cal 100.7 

% Stockton, Cal 106.3 
Eugene, Ore 102.2 


Cities Under 50,000 


Santa Rosa, Cal 22 
%& Ventura, Cal 22 
Salem, Ore ll 
%& Bellingham, Wash 104.6 
Everett, Wash 18 103.2 
Yakima, Wash 97.3 


101.9 
107.5 
102.5 


CANADA 


1364.10 


ALBERTA 


Calgary 
Edmonton 


BRITISH COLUMBIA 


Vancouver 8 
Victoria ll 


\ 
When 
Canada Buys... 


Retail sales in the Toronto market 
exceed $2,000,000,000 a year. And, 
in the Toronto A.B.C. City and Re- 
tail Trading Zone the buying habits 
of over 600,000 men and women are 
influenced by their readership of the 


TORONTO DAILY STAR 
80 King Street West, Toron*o 

In the United States: Ward Griffith & Co. Inc 

Gruneau Research Survey 
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Business Activity 


“aa MM. FORECAST 


BUSINESS oity 
Set Sk. Rab 
mnths Index in | 
ACTIVITY ata (960 ' 
vs (Million) 
1959 November 


t 
FORECAST 24 1939 


MANITOBA 


Winnipeg 18 97.6 


NEW BRUNSWICK 


Saint John 12 


NOVA SCOTIA 


Halifax 


ONTARIO 


Hamilton 

London 

Ottawa 
*% Toronto 


Windsor 


QUEBEC 


% Montreal ~ 9 105.8 139.01 
% Quebec ll 101.3 18.45 


SASKATCHEWAN 
te Regina 8 101.2 12.48 


MONTREAL 
Sold on 

and 

sold by 


its 


morning 
newspaper 


Che Gazette 


Canada’s Best Newspaper 


NI- 


COME BEARING GIFTS 
Be a Salesman who ‘comes hearing Gifts’, 
with a pocket full of CHARMING MINIATURE 
TREASURES for customers’ children 
Leave a Gift, on all calls, as your public rela- 
tions art, building Good Will 
A thousand choices, fractions of a penny ('/2¢) 
to two cents (2c) eac 


EPPY'S MINIATURE TREASURES 


91-15 144 Place Jamaica 35. NW. Y 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Aluminum Co. of America, Pitts- 
burgh—Gerald R. Petrey appointed 
manager of extrusion sales. 


American Viscose Corp., Philadelphia 
—Richard E. sage promoted to 
general sales manager of Film Di- 
vision 


Bissell, Inc., Grand Rapids, Mich 
C. B. Mulliken named national ac- 
counts sales manager 


Bulova Watch Co., New York—Lewis 
G. Rogers named to the newly created 
position of sales manager of the In 
dustrial & Military Products Division 


Eastman Kodak Co., Rochester, N.Y 

Edward H. Cann appointed manager 
of the Photo Reproduction Products 
Sales Division 


Edison Electric Institute, New York— 
Claude D. Lawrence, vice president 
charge of sales for New England 
Power Service Co., Boston, named 
chairman of the Sales Division execu- 
tive committee 


Endicott Johnson Corp., Endicott, 
N.Y.—Raymond A. Mills appointed 
senior vice president. In this capacity 
he will be responsible for all expan 
sions of the « ympany's new marketing 
and sales programs 


General Dynamics, Stromberg-Carlson 
Division, Rochester, New York 

Howard W. Hibshman appointed to 
the position of sales manager of con 
sumer products 


General Foods, Birds Eye Division, 
White Plains, N.Y.~Thomas H. Land 


assumes new position of marketing 
research manager. 


Gillette Safety Razor Co., Boston, 
Mass.—Sam T. Papps, formerly East- 
ern regional sales manager, has been 
promoted to field sales manager. 


Hoover Co., North Canton, Ohio— 
J. H. Violand promoted to manager 
of sales. 


Humble Oil & Refining Co., Esso 
Standard Division, New York—J. R. 
Muehlberg, formerly overseas with 
Esso Export Corp., named manager 
of aviation sales. 


Miller Brewing Co., Milwaukee, Wis. 
~Harold C. Cushenbury promoted to 
director of sales 


Minneapolis-Moline Co., Hopkins, 
Minn.—Bert F. Whitbread named 
sales manager of the newly organized 
Construction Equipment Division 


Minute Maid Corp., Orlando, Fla.- 
Gerald D. Bartrem appointed to the 
newly created position of vice presi- 
dent of sales and marketing for 
Minute Maid International 


New York jJournal-American, New 
York—N. Bruce Ashby named promo- 


tion manager 


Olin Mathieson Chemical Corp., New 
York—Arthur T. Safford, Jr., formerly 
director of marketing, named corpo- 
rate vice president, marketing 


Radio Corporation of America, New 
York—Martin R. Amsler appointed 
manager of marketing, Surface Com- 
munications Division, RCA defense 
electronic products 


Whirlpool ae St. Joseph, Mich 


John G. Ste 
manager 


promoted to sales 


POPULATION: 
556,600 
E.B.1. 1959: 
$1,130,840,000. 


RETAIL SALES, 1959: 
$698,363 ,000. 


FOOD SALES: 
$187,468 ,000. 
GEN. MDSE: 
$94,519,000. 
AUTOMOTIVE SALES 
$101,534,000. 


Source: Sales Management (7 
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Agverthtne Checking Bureau, 
Agency: Harris & Wilson, Inc. 


Aero Mayftower Transit Compony, 
Agency: Caldwell, Larkin & Sidener- 
Van Riper, inc 
Alr Express division cf Rellway Express 
jency: Adems & a Inc. 


Agency: Duffy & Associates, Inc. 
on 5 \ & Telegraph Company 


Long Lines) 
Agency: N. W. Ayer & Son, Inc 
A tural Recor 
Assoatoted Business Publications 
Van Brunt & prarmeed 


87 


vy 
Agency: McCann-Erickson 
ehem Globe-Ti 


mes 

Agency: Hervey A. Nelson Advertising 
Better Homes & Gardens ... 

ency: J. Walter Thompson Company 

seeks Michigan Newspopers 

Agency: The Fred M. Randall Company 
e Supply News 

Agency: Tobias, O'Neil & — 
CBS Rodic ; 

Agency: Sudier & Hennessey, 
Comera tics .. 

Agency: Direct Pr romotions 


10-11, 22-23 


Agency: Guy Davis Adver ising 
Chicago Tribune —" 
Agency: Foote. Cone & Beldi ing 
Chilton Publications . 
Agency: Gray & Rogers inc. 
Cincinnati Enquirer . teak 
Agency: Stockston-West-Burkhart, Inc 
Cleveiand Plain Dealer > 
Agency: Joseph Guillozet Company 
Columbus Dispatch o4 
Agency: Wheeler Kight & Gainey, inc 
The Copy Shop es 
Agency: Alan Goodman Advertisi ng 
Corinthian Stations 56-57 
Agency: Henry J Kaufman & Associates 
Daily Trader ss6ed wees + 100 
Delta Airlines bodes 
Agency: Fletcher Richards. Calkins 
& Holden, inc 
Detroit News 
Agency: W. 8 Doner & Company 
Dickie-Raymond : 
, agency Herold Cabot ‘ ‘Company 
oon 


Agency ten 4 Cairns Inc 
Domestic Engin. 
Agency: Torke 
Chemic 


my 

.a~ ~~ John & Adams Inc 
E. |. DuPont de Nemours, inc. 

Agenc y: Batten, Barton Burstine & 

Osborn, inc 
Eastern Airlines .. 

Agency Fletcher Richards Calkins 

.* Holden, Inc 

tmoan Kodok C 

J. Walter Thompson 


an Brunt & Company 


y & Company, inc. . 


, inc 


Agenc 
fesse 


roducts 
mel’s k Carr Liggett RenanEnG, ' Inc 


agency Carpenter- Proctor inc. 
Post-Tribure . 
Agency: Torkel Gunde! & Associates 
Geiss American 
Agency: Gourfain-Loeff 
Good Housekeeping o4 
Agency: Ellington & Company Inc 
eenbrier ‘ 

Agency: Needham & Grohmann. 
Greensboro News-Record e° 
Agency: Henry J a & Associates 

Grit Publishing Compan seee 
Agency: Gray & og Inc 

Gulf nq Company ee 
Agency: Robinton-Gerrard-McGary, Inc 

Holiday Mogatine . 
Agency: Batten Barton Durstine a 
Osborn, inc 

Schuvier Hopper Company sees 
Hospitals, Journal of the American 
Hospital Association ... 
A jency Bernard J Sieha Associates 

dac 


a Reast & Connolly (ne. 
Hammond Times 


WANTED 


Sales Director for Specialty Chemical Com 
pany. Must have experience in the promotion 
and distribution of specialty products through 
grocery industry. Must be capable of handling 
all phases of sales and distribution. Write 
Box No. 1000 </o Sales Management, giving 
complete resume of your qualifications 


ADVERTISERS’ INDEX 


+ SF SBSBBLBETEEDEEEEESEESRE ESE ES SE? 


This index is provided as an additional service. 
The publisher does not assume any liability for 
errors or omissions. 


a or 
K ei Ji 4 be 
qj 
| ADVERTISING SALES 


EXECUTIVE VICE PRESIDENT 
Randy Brown 


DIRECTOR OF SALES 
PROMOTION 


Philip L. Patterson 


ADMINISTRATIVE ASSISTANT 
Edward S. Hoffman 


Asst. to Executive Vice-Pres. 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singelton 


PRODUCTION MANAGER 
Virginio New 


rey Eee 88, Sear’ erasers 
PH EEE Ss. PFO 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague, 
Robert B. Hicks, Dan Callanan, 
F. C. Kendall, Ormond Black, 
630 Third Ave., New York 17, 
N. Y., YUkon 6-4800. 


Chicago—C. E. Lovejoy, Jr., As- 
sociate Publisher and Western 
General Manager; W. J. Car- 
michael, Western Advertising 
Director; John W. Pearce, West- 
ern Sales Manager; Thomas S. 
Turner, Robert T. Coughlin, 333 
N. Michigan Ave., Chicago 1, 
Ill., STate 2-1266; Office Mgr., 
Margaret Schulte. 


Pacific Coast—Woarwick S. Car- 
penter, 15 East de la Guerra, 
Santa Barbara, Calif., WOod- 
land 2-3612, Pacific Coast Man- 
ager: Northern California, 
Washington and Oregon, M. A. 
Kimball Co., 2550 Beverly 
Boulevard, los Angeles 57, 
Cal., DUnkirk 8-6178; or 681 
Market St., San Francisco 5, 
Cal., Exbrook 2-3365. 


& 
EPR a OS 


nina’ 
ampbeli-Ewald Company 
Neon Electric Corp. 
Agency: The Warner P. Simpson Company 
Hecting, Piping & Air Conditioning 
Agency: McLain & Associates Advertising 
Hearst Magazines 
Agency: Lynn Baker, lac. 
Hous’ 
Agency: Gulf State Advertising Agency, Inc 
Indionapolis Star & Tribune 
Agency: Caldwell, Larkin & Sidener- 
Van Riper, inc 
Industrial Equipment News 
Agency: Feeley Advertising Agency 
Internati hovers & Fragrances, 


FARM PAPER ADVERTISING 
SALESMAN WANTED 


Salary arrangement based on qualifi- 
cations. Please send complete resume 
or letter giving age, experience, edu- 
cation and pertinent information to 
BOX 1001 this paper. All information 
held in confidence. 
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Agency: 8 y= =. 
International 


enc Ogilvy’ B Tease 
Kage. “- (Missoula, Mont.) 


y 
Agency: J. uM. — Inc. 
Market 
Marsteller, Rickard, Gebhordt & Reed, 
n 


ers 
ency: J. Walter yk _ 
Mc w-Hill Publishi 
Agency: Fuller & smite kon & Ross, A 
Joshua Meier 


Agency: Preiss & enn Advertising 
Memphis Publishing Co 

Agency: Archer & Wo: 
Meriden Record Journal 

Agency: Gordon by y & Associates 
Minneapolis Stor & Tribu 

Agency: Batten, Barton ion tine & 

Osborn, Inc. 
Montgomery Advertiser-Journal 

Agency: Morris Timbes, Inc. 
Montreal Gazette 

Agency: The F. H. Hayhurst Co Ltd. 
Nation's Business 

Agency: Van Brunt & Company 
New London Day 

Agency Garden Schontarber & 

Associates, Inc 
New York News . ow 

Agency: L. E McGivena & C Company 
Norwich Bulletin 
Orchids of Howaii 

Agency: Jerry a Advertising 
Packaging Corp. of America 

Agency: Carr Liggett Advertising, Inc 
Packer Coreora 

Agency: Gillham Advertising Agency 
Edward Petry & Company 

Agency: The Wesley Associates 
Point-of Purchase Advertising 

Institute. Inc. 

Agency: Milton Herder Advertising 
— Motor Division, General Motors 


orp 

Agency: MacManus, John & Adams, Inc 
Portiond (Me.) Press-Herold Express ... 

Agency: J. M. Bochner Advertising 
Premium Service 

Agency: S. E Zubrow Company 
Purchasing 

Agency: Gray & Rogers, Advertising 
Purchasing Wee 

Agency: Fuller & Smith & Ross, Inc. 
Renfield Importers, 
Agency: Reach, McClinton & Company, Inc 
Rome ll 


Son Dieae Us Union | . Tribune 
Agency: Barnes Chase Advertising 
y Evening Post 
Agency: Batten, Barton, Durstine & 


Agency: Robert Luckie & Company, Inc. 
Sheraton ation of America 
Agency: Batten, Barton, Durstine & 
Osborn, Inc 
Simmons Boordman 
(Railway Age? 
Agency: Geer, Du _ & Company, Inc 
S. K. Smith 


Agency: Creative Graphic Spee 
Steinmon Stations (WGAL-TV 

Agency: John Gilbert Craig 4 PTA 
Syrocuse Newspooers 

Agency: Doug Johnson & Associates 
TV Guide 

Agency: Gray & Rogers, Advertising 
Tacoma News-Tribune 

Agency: The Condon Company 

s Reqister 

y ome W.N. Hudson Advertising 
Toronto Star Limited 

Agency: MacLaren Advertising Co., Ltd 
Tulsa World Tribune 

Agency: Ferquson-Miller Associates 
U. S. News & World Rep 

Agency: MacManus, John & Adams, Inc 
United Van Lines 

Agency: Kelly, Zahndt & Kelly, Inc 
wi (Florence, S$. C.) 

Agency: Henry J. Kaufrnan & Associates 
WH (Moline-Rock Island) 

Agency: Clem T. Hanson Company 
WHO-TV (Des Moines) 

Agency: Doe Anderson Advertising 

Agency, Inc 
WINA (Charlottesville, Va.) ........... 
WIR (Detroit, Michigan) ands ae 

Agency: Campbell- Ewald Company 
Wall Street Journal . ; 

Agency: Martin K. Speckter ry Associates 
Weekend 

Agency: Stevenson & Scott, Ltd. 
Wheoton Van Lines, Inc. .. aaie 

Agency: Poorman, Butler & Associates 
Woonsocket Call 

Agency: Gordon Schonfarber & Associates 
Worcester Telegram & Gazette 

Agency: C. Jerry Spaulding, Inc. 
X-Acto, Inc. 

Agency: Bass & Company 
Yoawman & Erbe Mfg. Company, Inc. 

Agency: The Rumrill Company, Inc. 
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THE SCRATCH PAD 


4 month before we go to the polls, 

a cynical thought occurs: Being 

gentlemen, ex-Presidents riding down 

Pennsvivania Avenue with their suc- 

“Hello, Sucker!” 

But who knows what they're thinking? 
‘ 


cessors never Say 


Headline parader: “Heublein cock- 
tails put the bar in barbecue.” 
2 
“We're bitter about litter.”"—Road- 
sign in Horsham, Pa. 
. 
Visitor to factorv: “How 
people work here?” 
Foreman: “Oh, I’d say about half.” 
Sell (The Detroit News) 
* 


many 


A headline that doesn’t pussyfoot 
9-Lives cat-food is “twice as nice as 
mice ™ 

° 

Back pay: Doctor's fees for treat- 

ing lumbar strain 
a 

Writer's Digest aptly teaches the 
use of “less” and “fewer”: Less milk 
Fewer milk bottles 

” 


Charles L. Lapp, Ph.D., professor 
of marketing at Washington U., has 
wthored a new book: “Training 
ind Supervising Salesmen.” (Prentice- 
Hall, $5.95.) 

° 

Overheard at the blood 
“Take me to vour bleeder.” 

s 


bank: 


“Kindness is one language the 

dumb can speak and the deaf can 

hear.”—Yothers, The Orlando Sentinel 
7 


Hen: Egg plant 
e 


My old friend Ted Mandelstam, 
c-c of Washington’s Henry Kaufman 
agency, sends a brochure, “Hard Sell 
[l]-Defined,” with an amusing intro 
by Mr. Kaufman: “The marketing 
world’s overrun (they tell us) with 
hard-sell crabs. This booklet throws 
1 little dark on the subject.” 

Inside, a new-business man is de- 
fined as a “guy you hire to take care 
of an account you don't get.” “Proof” 
is defined in three parts: “(1) My 
ypinion. (2) Number on bottle. (3) 
What clients correct instead of typed 
copy.” Hooray for an agency with a 
sense of humor! 


150 Sales Management 
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BY T. HARRY THOMPSON 


Stopper by National Lumber Manu- 
facturers: “For outdoors, for indoors, 
for all doors, there’s nothing in the 
world like wood.” 

* 

College entrance exams may soon 
include this item: “How good are 
you at rioting? Cite examples of 
vandalism. Give dates and extent of 
damage.” 

. 

Advertising Blue Jay corn-plasters, 

Jack Slattery parodies: “Big aches 


from little corns grow.” (From an 
early Scratch Pad.) 
” 


A selling point glass containers 
could hammer harder: You can see 
how much is left. 

* 

Subway motorman: 
underground movement 

7 

Nit: “He disagrees with everybody.” 

Wit: “Yeah; he’s the Abominable 
No Man.” 


Leader in 


Our doorman, John Henry, is a 
native of Florida. “Yes,” he admits, 
“it gets hot down there, but there 
is less humility.” Maybe Florida has 
less to be humble about 

. 

You needn't be Phi Beta Kappa to 
write money-makers like “Itsy Bitsy 
Teenie Weenie Yellow Polka Dot 
Bikini.” 


MY Wood Is PLYwood 


wood is PLYwood.” 


wood onto another. 


the delta of the Mississippi? 


tendency to twist? 


Once a copywriter, always a copywriter, | suppose, for this 
insomniac phrase keeps dinging at me in the dark of night: “MY 


When I was making patterns for steel castings a century or 
so ago, we used soft white pine. We had never heard of plywood, 
which may have stemmed from the veneer concept of gluing one 


Do-it-yourselfers know the virtues of plywood, but what about 
the rest of us? Why don’t lumber dealers tell us knots in mourn- 
ful numbers don't affect the efficiency of plywood, any more than 
“shake”—that split personality in certain lumber that looks like 


Why don't they tell us that, because the grain runs every which 
way, plywood doesn't warp, especially in the greater thicknesses? 
Why don't they cite the fine pianos whose sounding-boards are 
plywood, chosen for its toughness and resistance to torque, the 


It may have been the plywood bedboard I bought recently 
that got me going on the subject. But I think I would like a copy 
assignment that would let me open all the stops on this versatile 
material, contrived by man to augment Nature. 


I think I would build my strategy around a cartoon character 
who says: “MY wood is PLYwood” and why wood that is lami- 
nated with waterproof glue has many advantages over boards 
that buckle and warp and spring when moisture hits them 


The full story of plywood needs wider telling. 


T.H.T. 
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SARAN WRAF" 


<> 


Now from The Dobeckmun Division— 
unconverted SARAN WRAP—for all 


who do their own packaging! 


SARAN WRAP offers a virtual catalog of advantages to the meat packer: SARAN WRAP works wel! with manual, semi- 
automatic or fully automatic processes, either in store or factory...its moisture impermeability locks flavor and moisture 
in, keeps air out, extends freshness and retains the favorable color of your meat...SARAN WRAP is sparkling clear, fits 
snugly around products, may be shrunk fitted (for links, hams, etc.), provides an appetizing showcase that boosts sales, 
ups repeat salies...SARAN WRAP is heat-seaiable and machineable, takes printing, labels are easily applied to it. And 


with all this, SARAN WRAP is inexpensive—surprisingly so. Write for ful! information to DOBECKMUN, authority in flexible 
packaging, whose vast experience is yours for the asking. 


TEI} POBECKMUN COMPA! a OV 


A Division of the Dow Chemical Company, Cleveland 1, Ohio + Berkeley 10, California + Offices in most principal cities. 


*T mM. The Dow Chemica mpany 


To a seller of checked towels, 
the pulling power of an adver- 
tising medium is equal to the 
number of checked towels sold. 
To media men, pulling power 
_is influenced by several inter- 
related factors. The law or 
formula looks like this: 
Pulling Power 


Circulation Volume 


» 


Editorial Vitality 


Reader Confidence 


The Chicago Tribune, witha 
circulation 11% times that of 
any other Chicago newspaper, 
out-pulls the other papers by 
at least 3 to 1 and as much as 
15 to 1. 


Chicago Tribune 


